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Wax 


Figures 
“a 


Cast from Living Models. 
Moulded, Sculptured and 
Tinted by Hand—Created 
with the One Idea of 
Displaying Clothes Well. 











Not one, but over fifty, graceful, characterful, 
human looking wax figures that were made to 
Display clothes well—NOW ON EXHIBITION 


at our show rooms and branch offices. 


You Are Cordially Invited to Inspect Them 
J. R. PALMENBERG'S SONS, Inc. 


63-65 West 36th Street, New York 
CHICAGO BOSTON . SAN FRANCISCO 
204 W. Jackson, Boulevard 26 Kingston Street 11 First Street 
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IN THIS ISSUE 


Banks have been the latest 
converts to the use of window 
displays, so it is more than 
usually interesting to read how 
the State Bank of Chicago is 
getting the passersby to stop, 
read and learn the lessons of 
thrift. The article is entitled, 
“Romance Supplies Display 
Inspiration.” 


Let us visit the smaller city 
and learn how the progressive 
merchants there are utilizing 
window displays to keep busi- 
ness in their home town and 
to build up an unusually large 
sales volume. You can profit 
by studying the story, “Million 
Dollar Store on Main Street.” 

The subject of efficient 
dealer display cooperation on 
the part of national advertisers 
is uppermost now in the coun- 
cils of manufacturers, as they 
recognize the potency of this 
method of sales promotion. 
Some valuable suggestions are 
to be found in the discussion, 
“Make Displays Meet Dealer’s 
Needs.” 


Yale has had unusual success 
in the use of window displays and 
two recent displays have taken the 
trade and public by storm because 
they have been dramatized around 
human emotions that not only get 
attention, but make sales. “Dis- 
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No. 9250 


Assorted colors. 
Bird 28 in. from 
tip of beak to tip 
of tail, 


Each, complete as 
shown with cord 
and socket. 


$48.00 






Illuminated 


Birds 











These Birds 
are made 
of Crystal 
Glass, richly 
ornamented 
with cut 
glass feath- 
ers, colored 
beads and 
prisms. 


(colored (Crystal 


No. 9252 


Assorted 
colors. Bird 
25 in. from 
tip of crown 
to tip of tail. 
Each, com- 
pleteas 
shown, with 
cord and 
socket. 


$40.00 


AAA 








Wired for direct or alternating cur- 
rent. Ring and chain gilded. 





An exquisite Parisian Novelty and 
a most fascinating window display 
decoration. 





Ghe Botanical Decorating Co. 
319 to 327 West Van Buren Street,- Chicago, Illinois 
(ESTABLISHED 1896) 
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Redlands, Calif. 


FRED A. GROSS, 
The Owl Drug Company, 
San Francisco, Calif. 


ALLAN H. KAGEY, 
Mandel Bros., 
Chicago, Ill. 


CARL W. AHLROTH, 
The May Company, 
Los Angeles, Calif. 


Buffalo, N. Y. 


W. A. McCORMICK, 
Boston Store, 
Chicago, Ill. 

LOTHAR F. DITTMAR, 


Ernest Kern Company, 
Detroit, Mich. 

J. DUNCAN WILLIAMS, 
Display Adv. Specialist, 
Chicago, Illinois. 
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Riiduating The Display Program 


NE of the most evident needs of window 
display advertising is the proper budgeting 
of the appropriation available for this pur- 
pose. The average retailer today is gener- 
ally sold on the value of a well-defined 

display program, but expenditures for this purpose are 
usually made in a haphazard manner. How much better 
it would be if the display manager would be included 
in the inner council of the store management and the 
needs of his department considered with just as much 
care as, for example, the advertising department. 


In this age of modern budgetry in business manage- 
ment it would be expected that every phase of activity 
would be placed on the balance sheet, regardless of its 
relative importance. Yet it is very true that as yet win- 
dow display is not being given consideration as a 
distinct activity in the store’s method of promoting 
sales, 


It is to a great extent the “Orphan Annie” of the 
store family, to be buffeted about at will; yet, in spite 
of this abuse, it is making its importance so keenly felt 
that a new awakening is taking place. 


The hit-or-miss plan of providing for the necessary 
expenditures of the display department cannot provide 
for the carrying out of a window policy that will con- 
sistently and most effectively present the store’s prestige 
and merchandising methods to the buying public. It is 
true that display departments are operating with 
marked success, despite the careful coordination of ex- 
penditures over a year’s period, but these successes are 
often due to the aggressiveness or shrewdness of the 
particular displayman, who is himself so sold on the 


value of window display and his ability to produce satis- 
factory results that he can muster up sufficient courage, 
as occasion requires throughout the year, to get the 
stamp of approval on his proposed expenditures. 


It would be more in accord with sound business if 
he could fight the battle of window display prior to 
the beginning of the year and get a fixed budget that 
would amply meet the needs of such an important sales- 
building store activity. 


It would give to the management of the display de- 
partment greater stability, greater confidence, and an 
encouragement that would inspire more effort and better 
results. The entire year’s program could then be 
scheduled in advance and yield a more balanced use of 
the window space from week to week, month to month 
and season to season. 


It would centralize the responsibility for the success 
of the display department upon its manager and thus 
give the store a sounder reason to expect results. There 
could be no “buck-passing” and the display manager 
would more fully realize the responsibility and make 
his plans accordingly. 

As to the relation of the display budget to retail 
sales, a fairly accurate analysis would suggest a varia- 
tion of from three-fourths to one and one-half percent 
of gross sales, this appropriation to be exclusive of any 
charge for window space, lighting and other general 
expenses. Included within the scope of the budget 
should be only the: display department’s salaries and 
expenditures for fixtures, decoratives, accessories and 
such other items as pass directly under the guidance of 
the display department. 
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Send for 








This Book 
TODAY! 





| Make Your Spring Opening 
| Displays a Success! 


Schack’s New Spring Flower 
Book consisting of 28 pages in 
color illustrating hundreds of new, 
novel and original decorative ideas 
that will make your windows pro- 
ducesales. -:- -:- -t- ~:~ 


, y eREE FOR THE ASKING 


Every Display Man should have a copy 
of this book at once. Send for it today. 


Address Dept. W 


SCHACK 
ARTIFICIAL FLOWER CO. 


signe same” CHICAGO "wands 




























































FOR YOUR EASTER and SPRING 
WINDOW DISPLAYS 


We suggest the use of the following: 


RAYVELOR 


Numbers 602-611-616 


WINDOSATIN. 


Numbers 253-254-268 














At all times we carry a complete line of plushes, velours, tapestry panels and 
other needed fabrics. 


36 East 21st Street WIND OTRIM FABRICS, Ine. New York City 


NOTE OUR NEW ADDRESS 
“Specializing in Fabrics for the Display Man” 
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Romance Supplies Display Inspiration 


Chicago Bank Gets Spellbinding Display by Depicting Pirate Scene, 
for the Public Is Always Interested in Adventure 


By ARTHUR L. BOWEN 
Advertising Department, State Bank of Chicago, Chicago 


HE muses sometimes visit the window 
displayman as they do those in other pro- 
fessions, and so one occasionally evolves 
an idea which, worked up, produces favor- 
able comment and is apparently the means 

of more direct results than other displays into which 
a great deal of time and labor has been spent. 

The muses were pleased to visit us some time ago, 
and, without realizing it, we developed an exhibit 
which proved to be one of the kind above described. 
Since this display proved such a good-will creator 
for us, we felt we could well afford to pass the good 
word along to those who are possibly on the lookout 
for window material. 

The following few paragraphs contain the quintes- 
sence of what this display consisted of, where ob- 
tained, and how the display was arranged: 


“Gold, Jewels, Buckets of Blood, Yo! Ho! anda 
Bottle of Rum.” 


Who has not read Treasure Island? Every red- 
blooded man when a boy delighted in the roaring yarn 
of the escapades, dare-devil activities and hair-raising 
escapes from the jaws of death by Long John Silver, 
Bill Jones, and their mates. 

Recently a story of pirate adventure has left the 
press—“Porto Bello Gold, or How the Treasure Got 
Onto Treasure Island,” written by Arthur D. Howden 
Smith. This story is accredited by reviewers as being 
a worthy successor to Stevenson’s “Treasure Island.” 

Inspired by. the romance of this tale, we recently 
attempted to illustrate graphically in our commercial 


department display window a scene of the spirit of 
adventure from the days of the Spanish Main when 
the search for hidden treasures took adventurers to 
all parts of the wofld. 

So much for the days of the past; today is the 
day of 


“The Modern Treasure Chest”—The Chest of 
“Thrift.” 


Through the window panes of our commercial de- 
partment could be caught a glimpse of a coral reef 
from the South Sea Islands. A smack of salty sea 
brine wafted across the sand bank to where spectators 
stood before the long-lost chest, wherein was dis- 
played countless jewels—a pirate’s loot. The chest, 
an iron strong box, once owned by Napoleon .Bona- 
parte, is of especial interest, for beneath the iron cover 
could be seen an apparently intricate spring-locking 
device. Coins of various countries were scattered on 
the sand. Across the chest lay a cutlass, suggestive 
of the one means of protection of those days. Beside 
the chest with sinister significance, the partially buried 
skull and bones, long bleached by the tropical sun, 
lay—symbolical evidence of life and death. A final 
touch was given by the flora and fauna of tropical 
and semi-tropical deep sea life found in the specimens 
of sponge, coral and other items of things oceanic. 

A suggestion quite appropriate to those viewing 
this display was found in the message regarding 
buried treasures. Today there is no need of hoarding 
one’s wealth, but, nevertheless, it is necessary to safe- 

(Continued on page 6) 
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South Sea Pirate Window by Arthur L. Bowen, Advertising Department, State Bank of Chicago, Chicago, Ill. 


South Sea Pirales 


VV 








6 THE DISPLAY WORLD 


March, 1926 


Store Front Should Sell Customer 


Hundred Percent Display Either Coaxes the Prospect Directly into 
Store or Leaves Strong Impression that Later Makes Sale 


By F. C. KENYON, jr. 
Sales Promotion Mgr., Congoleum-Nairn, Inc., Philadelphia, Pa. 


ITHOUT doubt a really good window dis- 
play is one of the most effective selling 
helps any retail merchant can employ, and 
doubly effective if the goods being featured 

are extensively advertised. By a good window display 
I don’t mean necessarily one which involves the expen- 
diture of a great amount of time or money. The objects 
of a successful window display being, first, to attract 
attention ,and second, to create an active and acquisitive 
interest in the goods displayed. 

Of course, many window displays do even more 
than this—they actually pull people into the store! But 
to do this—and keep on doing it—they must not be 
allowed to become stale. Regular passersby must be- 
come used to changes, changes sufficiently frequent to 
be always worth a passing glance. For as soon as a 
window ceases to attract a good percentage of passing 
traffic it not only ceases to be an asset, but becomes a 
positive liability, for it conveys the impression that its 
owner is not progressive, and, by the same token, that 
the goods he is selling can’t be up to date. The one 
hundred per cent display either coaxes the passing 
prospect directly into the store or leaves such a strong 
and favorable impression that he or she returns at the 
earliest convenient opportunity. 

As to the special advantages of featuring a nation- 
ally advertised product, such as Congoleum-Nairn floor- 
coverings, it identifies the store in the minds of passing 
prospects with every Congoleum-Nairn advertisement 
that they have seen. For the sight of Gold Seals liber- 
ally displayed in the window recalls at once the ebiqui- 
tous Gold Seal, without which no Congoleum-Nairn 
advertisement is ever considered complete. This, in 
turn, recalls the selling points of Gold Seal Congoleum 
and linoleum as made familiar by the national adver- 
tisements. 

Another advantage of featuring a product with a 
reputation as high as Congoleum-Nairn floor-coverings 
is that it shows prospects that they are dealing with a 
store that handles products of known and proved value. 

We are, in fact, so firmly convinced of the impor- 
tance of good window displays that we maintain a spe- 
cial department for the purpose of devising simple and 
effective displays for our dealers. And we furnish 
interest-compelling material which adds to the attrac- 
tiveness and sales value of their displays. 

For the main idea in each window we suggest that 
attention be focussed on some one quality—easy clean- 
ing, low price, waterproofness, etc. Wherever practi- 
cable we suggest the employment of motion or action 


reproduction in some form or other—a miniature water- 
fall to feature waterproofness, a reproduction of a child 
playing on a rug, etc. And last, but by no means least, 
we impress on every dealer that there is no more inter- 
est-compelling display than a few rolls of the actual 
goods, arranged so as to show off the handsome patterns 
and wide variety of colors in which they may be 
obtained. 

Further to impress dealers with the importance of 
window displays, we have several window display con- 
tests, offering really worth-while prizes for the best 
efforts. Many dealers—who arranged their first Gold 
Seal window display merely on the chance of receiving 
an automobile, radio set or gold watch for their trouble 
—found sales so stimulated by their efforts that they’ve 
continued to install Gold Seal windows regularly. 





Romance Gives Display Inspiration 
(Continued from page 5) 


guard our savings and we took this means of acquaint- 
ing the passerby with the fact that we welcome his 
account. 

Undoubtedly, by running through the files con- 
taining the names and business of your various cus- 
tomers you will be able to discover those whose pro- 
fession, business or hobby will suggest the means for 
obtaining perchance an iron strong box, pistols, cut- 
lass, and what not. Failing to obtain items in this 
way, we suggest a visit to local costume shops where 
imitation and all other items necessary can be obtained 
for a very nominal rental. Sea fan shells and deep-sea 
specimehs can be obtained through local connoisseurs 


‘or perhaps a natural history museum. This material 


placed in a window upon a base of clear silver sand 
(fifty pounds for about $2.00) with small pebbles 
scattered upon the edge next to the window pane pro- 
duces a most realistic effect. We suggest that when 
building the beach effect great care be taken to tapper 
the sand from the background down to the front of 
the window. This then blends into the scenic back- 
ground giving a final sense of perspective. Then for 
the finishing touches of skull and bones and old coins, 
not forgetting a bandanna handkerchief, which, placed 
across the sword and over the strong box, uncon- 
sciously suggests bloodshed. 

This display, although treating a desperate sub- 
ject, proved in our case to fascinate the passerby, for 
the spirit of romance pervaded the scene. As men- 
tioned above, a very logical tie-up can be made re- 
garding the value of keeping one’s savings in a strong 
bank, or the logical use of modern means of safe- 
keeping; e. g., safety vaults, escrow service, etc. 
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Million Dollar Store on Main Street 


Rural District Business in Town of One Thousand People Prospers 
With Aid of Attractive and Effective Window Displays 


By RUSS HUFFMAN 
Display Manager, The Garver Brothers Company, Strasburg, O. 


MILLION DOLLAR 

business in a town of 

one thousand! Doesn’t 

sound possible, but it 

is a fact. If you ever 
have an occasion to visit Stras- 
burg, Ohio, be sure to give the 
world’s largest country store. The 
Garver Brothers Company, the 
“once over.” You may get a few 
good ideas on merchandising and 
learn how to do business on “Main 
Street.” 

Then you, who have been ob- 
sessed with the vision of a big 
place on Fifth Avenue, Michigan Boulevard or any 
other metropolitan thoroughfare where the lights 
shine the brightest, can note the real worth of an 
honest-to-goodness, wide-awake store in a small town. 

And we have learned from sixty years of business 
experience that effective window displays are just as 
necessary for the promotion of sales in Strasburg as 
they are for stores in Chicago or New York. We be- 
lieve, as others have often said, that the show window 
is the mirror of your store; that the mirror not only 
reflects the policy of the establishment, but the char- 
acter of individuals in it. If the window is shabbily 
dressed, invariably the interior of the store will pre- 
sent a like appearance, and usually the personal effects 
of the manager and clerks are matched with the rest 
of the store’s arrangements. If the show window is 
bright, attractive and appealing, the interior of the 
store is usually as neat and shipshape, and the man- 
ager and clerks alert and courteous. The former is 
the custom found among the majority of village stores 
and the latter a marked rule. 


So, whenever you find a business place in a small 


town giving time and money to effective window dis- 
plays, it is because that store is an “up-and-going” 
institution. 





Two of the Displays Which ° 





Many of our comic sheet char- 
acters can be traced to the small 
town stores where tobacco chewers 
spat the farthest and held the loudest 
round-table discussions. 

Since fiction writers last made 
trips to the “sticks,” a new genera- 
tion has grown up, and its modern 
ideas have been used to change many 
of the old-time customs in the rural 
districts. The automobile and radio 
have helped make these “cities” -out 
of towns. Window display is doing 
its share in this rejuvenation work. 


Proved So Effective for the Garver Bros. Company, by Russ Huffman, Display Manager. 


I believe the first functions of a 
small-town displayman is to edu- 
cate the inhabitants to view his 
windows and thus keep their curi- 
osity aroused to look forward to 
the new and fresh displays. This 
can only be done by a greater 
number of complete changes made 
over a given period, due to the 
small population of a country com- 
munity. Too, prospective cus- 
tomers must be given to know that 
they can find in your windows 
something of particular value to 
them in either advertised bargains 
or a new arrival of the latest styles. 

This information, together with beauty of dis- 
plays, is what people expect to find in your windows. 
We have found it very profitable to change our win- 
dows every week, but at times they are changed more 
often, providing we have some special bargain to 
feature or a new arrival of merchandise to display. 

Many out-of-town customers drive to Strasburg 
evenings merely to view our windows, and return to 
the village the next day to make purchases of articles 
seen on display the previous night. 

Because of the lack of other effective advertising 
mediums, the small-town store is wholly dependent 
on its show windows to display its merchandise and 
influence citizens to buy at home. Unless this means 
is used effectively, the village department store or any 
other business place in small communities, can seldom 
show any material progress. 

The Garver Brothers Company was founded in 
1866 by the father of the present manager. It has had 
a steady and healthy growth during its sixty years’ 
existence in Strasburg, which is only forty-five miles 
south of Akron, Ohio. This institution has built its 
large volume of sales on quality, service, courtesy, and 
effective window and interior displays. 
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Make Displays Meet Dealer’s Needs 


Prize-Winning Displayman Discusses the Subject of Display Help 
Wastage and Offers Several Valuable Suggestions 


By ROBERT HANSON 
Display Manager, Nelson-Moore Co., San Diego, Cal. 


ILLIONS of dollars are being wasted in 
dealer helps every year because there is 
no cooperative effort made by national 
advertisers and merchants to avoid this 
loss. “Suggest how to eliminate this 

wastage,” you might ask. You have me cornered and 
about ready to seek an exit. But before I go, let me 
leave a few thoughts with you, whether they can be 
applied to your particular business or will furnish a 
basis for the solution of your neighbor’s problem. 

Certainly no established or fixed rules can be laid 
down as a possible remedy to the manner of distribu- 
tion and application of lithographic material. Just 
a few gentle hints of the necessity of closer coopera- 
tion between manufacturer and dealer is the chief aim 
of this story. 

Don’t be Lady Bountiful and dump a lot of ma- 
terial into the apron of a dealer who could not use the 
helps if he would change his window every day for 
the next hundred years, might be a fair start-off. 
“Absurd,” you say. Yes, the example has been ex- 
aggerated, I’ll admit. But if I didn’t magnify present 
extravagant practices many might not comprehend 
the enormous amount of waste in this material. 

As a partial cure, the following suggestions may 
aid you: 

Get viewpoints of dealer before proposed sale aids 
are sent him. 


Some say charge for all dealer helps. Others be- 
lieve this plan would lose the good-will of the cus- 
tomer, 

Before shipments are made, first find out if ma- 
terial is wanted by merchants and if it is suited to 
their needs. 

Manufacturers and national advertisers should 
educate dealers in the proper application of tie-ups 
by special advertising copy. 

Supply materials through either salesmen or crews 
especially assigned to this work. 

Keep in close contact with merchants and furnish 
him with easy-to-read and understand instruction 
lists on the installation of window displays. 

If the manufacturer expects his dealers’ helps 
to get the proper and hoped-for attention, especially 
among the larger stores, he must make his display 
advertising matter of higher character, whether it is 
a display card, featuring points of an article, a litho- 
graph poster of a new distinctive style, or a special 
display feature. It should be radiant with art in the 
coloring, the finish and design. It must be on a par, 
at least, with the merchandise which it represents. 

It would be far better to have only half of the 
present lithographs sent us and its standard of quality 
raised with the possibility that the better material 
would receive the proper attention of the public. 
Higher quality of display helps would warrant the 





A Prize-Winning Display for Arrowhead Hosiery by Robert Hanson 
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policy of sending it only on request. You can usually 
count on the material sent by request to get before the 
public, while that sent out promiscuously is often dis- 
carded, frequently going to the dealer who already has 
enough on hand from previous shipments, unless the 
cards or whatever the helps may be, are new. 

A good way to keep cards and dealer helps, we 
have found, is to segregate them and file them away 
in boxes until such a time that you can use them. 
Place hat cards of all manufacturers in one box, shirt 
cards in another, clothing cards in another, etc. This 
way you are able to find the card or lithograph that 
you may want to use in a certain feature window 
without waste of time. It is also a means of keeping 
them in good shape. 

I have noticed that about every prominent display 
manager in. America ‘who handles men’s apparel is 
using timely posters in his windows. In most every 
national display contest you will see posters of the 
better class used. Merchants generally encourage 
competitive display work and accept the cooperation 
of the manufacturer. They realize that this method 
increases the ingenuity and initiative of their display- 
men and results in better and more original feature 
windows. There is no doubt but that window display 
contests help to give, the displayman new ideas and 
to inspire him to create and build original merchan- 
dising features. 

A good way of getting all the posible advantages 
out of national advertising campaigns of various 
manufacturers is to tie-up window displays with the 
national advertisements as they appear in different 
publications. In a tie-up of displays with national ad- 
vertisements, the displayman really gets double action 
irom his windows—the shewing of the merchandise 
itself and the interest of the national advertising cam- 
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Another of Mr. Hanson’s Prize-Winning Displays Created for Spur Ties 











paigns. Likewise, future advertising of this article 
will recall the display if the trim has been cleverly 
and distinctively arranged to leave an indelible im- 
pression on window shoppers’ minds. Such a display 
should not only create immediate business, but ought 
to build up a prestige for the store. 

The Arrowhead hosiery window, illustrated here, 
won first prize, $200, for being the best display entered 
from cities with a pepulation less than 500,000 and 
more than 100,000. In this case, as can be seen in the 
accompanying picture, the name of the hosiery fea- 
tured was drawn upon their trade-mark, an arrow- 
head. Large arrowheads were painted on wall board 
and placed in front of each arch. No other merchan- 
dise was on the window floor. This window was 
trimmed with the unit idea in mind. Each unit was 
distinctive of one quality and price, and carried a 
show card bearing the trade name of its particular 
number. The idea gave the window an appearance of 
distinction, character and class, which could not have 
been attained in a more general and mixed trim. The 
background was especially built and polychromed, the 
predominating colors being blue, green and gold, the 
drapes in the arches being gold. 

The windows are eighteen feet by four and one- 
half feet wide. We used flood spotlights in each of 
the three arches, which caused the merchandise dis- 
played to show up to special advantage. The dis- 
play proved not only an unusually attractive window, 
but also produced many “Arrowhead” hose sales and 
proved a stimulation to trade in general. 

A show window which brought a lot of business 
for a small item was Spur ties. The Spur tie window 
was a feature window, also tiging-up with the manu- 
facturer. This window was also a prize winner in a 
recent national contest. 
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Chicago Monthly Display Review 
Advance Spring Windows Depict Season’s Newest Colors and Interest 


Now Centers on Unveiling of Grand Opening Displays 


By J. DUNCAN WILLIAMS 
Special Correspondent, The DISPLAY WORLD 


ITH the annual spring openings only a 

jump away, practically all the State 

Street windows of department stores and 

specialty shops are showing more or less 

advance spring styles. In the bygone 

days, spring goods were never shown until spring 

came, but now the average individual man or woman, 

whether interested in style or not, is educated through 

the medium of the shop windows in matters of style 

and color for the approaching season quite a time 

before it actually arrives. Perhaps it is just as well. 

Style changes that are radical or different can be 

laughed at while on display during the period in ad- 
vance of the buying season. 

The windows at The Fair have been featuring 

early spring wearables for women during the entire 


past month. A simple decorative centerpiece, made 
of green leaves and a few spring flowers, conventional 
in design and supported by a long neck vase set on 
an oblong base, is the only floral decorative used. 
The merchandise is suggestive of the season in style, 
weight and colors. The seasonal emphasis is further 
impressed by the word “spring” being featured on the 
window card in every display. 

The corner window at State and Adams streets is 
at the present time devoted to a display of “Frocks 
of Navy Blue—a Favored Color for Spring,” accord- 
ing to the window card. Several dresses of navy 
blue taffeta with trimmings of various bright colors 
are shown on simple forms with neither heads nor 
feet. Small silk and straw hats in green and tan 
shads are shown in the same window, as are gloves, 





A Group of Late Chicago State Street Windows: Top Left—Spring Display of Southern Wear by Arthur V. Fraser, Display 

Manager, Marshall Field ¢ Co.; Top Right—Another Southern Wear Display by A. L. Jones, Display Manager, Chas. A. Stevens 

& Bros. Co.; Bottom Left—Distinctive Display Complimentary to Morris Gest’s Spectacular Production, “The Miracle,” by J. H. 

Richter, Display Manager, The Fair; Bottom Right—Unique Display of Spring Dress Fabrics by Arthur V. Fraser, Display 
Manager, Marshall Field & Co. 
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bags and shoes of popular and appropriate colors and 
color combinations. Gray taupe panel curtains of 
heavy velour relieve the stucco and imitation marble 
background walls. Gray panel carpeting, showing a 
border of the hardwood floor at the front and back 

Another full window on State Street is showing 
“Authentic New Models in Spring Coats,” the coats 
being in the popular new shades of green, with green 
hats, green silk scarfs, green bags, green chairs, green 
table upon which is a green vase filled with tiny 
forget-me-nots. This particular display was quite 
effective, intriguing the attention of most of the 
women passersby. 

Following this was a window of millinery show- 
ing “Jockey Blue” hats, with bags, scarfs, vase and 
flowers maintaining the general color scheme of the 
thirteen hots comprising the display. Two small 
pictures of spring nymphs, dancing out in the open 
sans clothing, with a blue sky background, added to 
the color effectiveness of the display. 

White silk confirmation dresses for girls of several 
ages were displayed in a nearby window. The dresses 
were all shown in dress forms without heads or feet, 
the ordinary stand base being used. 

Bedell’s windows are rather keen looking with 
their unit displays of new spring frocks, coats, suits, 
silk lingerie, millinery, silk hosiery and smart shoes. 
A very large ornamental sign has been specially de- 
signed for use-in back of the shoe window to catch the 
eye of shoppers. ‘Attention is called to the style, qual- 
ity and price of Bedell’s shoes for women. A batik 
scarf of colorful design spread. flat in the center of the 
black rug makes an unusual effect for the floor trim. 

Spring coats in amber and silver tones are featured 
in one window. Another shows novelty tweeds in 
brighter colorings. The unit arrangement of the 
goods displayed in these windows is most effective in 
bringing out the color or style featured. Bedell’s win- 
dows do not play to empty. seats—there are always 
lookers in the arcade lobby. 


Display of Spring’ Silks on Flat Cut-Out Figures by J. H. Richter, Display Manager; The Fair, Chicago. 
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At Carson-Pirie-Scott the first four windows are 
given over to an effective display of advance spring 
styles in dresses and costumes for women, misses and 
children, two, three and four figures being used in 
each window. Chairs, tables, small show cases for 
the display of jewelry and fans appropriate to the 
costumes shown, are used in connection with the 
figures and forms upon which the garments are shown. 
Seasonable oil pointings are hung in the center of the 
background. 

One window of particular interest is that display- 
ing “Hats From Paris” in which five charmingly dif- 
ferent French hats are well displayed. Three scarfs 
of georgette with pattern designs of cut velvet, colors 
harmonizing with those of the hats, help to make the 
window. A table, chair and three-wing screen in 
French period design, upholstered and paneled with 
French tapestry, add the finishing touch to the display. 

Other Carson-Pirie-Scott windows are featuring 
various articles, such as silverware, leather bags, at 
at $3.25 to $10.50, men’s suits with two trousers, 
shirts at $3.00, and knitted ties at $1.65, as special 
offerings during the “March Sales.” 

The Boston Store windows at this tnme are teem- 
ing with various lines of goods featured in “A Month 
of Unusual Values and Unusual Varieties—March 
Sale of Furniture and Home Furnishings.” Printed 
placards, in dark brown on yellow carrying the above 
copy, are displayed in the windows and throughout 
the store. The large corner window at State and Madi- 
son is trimmed with odd and interesting pieces of 
fine furniture and draperies. Only quality merchan- 
dise is displayed with the price on each item shown. 
Even the reduced prices seem high enough, but this 
is entirely in line with present conditions, indicating 
what most business analysts have found through re- 
search that working people with high wages want 
things that have hitherto been denied them. There is 
scarcely a family in America today that does not 


(Continued on page 39) 








12 THE DISPLAY WORLD 


March, 1926 


Display Dramatizes Home Security 
Human Appeal Becomes Main Support of Yale’s Successful Display 
Program and Wins Hearty Support of Dealers Everywhere 


By L. R. KEMP 
Mgr. Dealer Service Div., Yale-Towne Mfg. Co., Hartford, Conn. 


PERSON’S principal thought—the pro- 
tection of his home and loved ones— 
formed the basis for a Yale display which 
has attracted nation-wide attention for its 
human appeal and sales results. It is con- 
sidered among the best dealer helps ever prepared by 
a national advertiser. 
~ It was lithographed in twelve colors, and, in ac- 
cordance with Yale’s policy, was furnished free to our 
door closer customers. The centerpiece was made in 
large proportions to arrest the attention of the passer- 
by. THe display is built forty-one inches high so as 
to be large enough to attract the notice of those who 
might pass by the window in a hurry. 

Other cards, built around this centerpiece, had a 
strong, human appeal and illustrated other uses to be 
made of Yale door elosers. One of the chief features 
of the display was the construction of two cards that 
made it possible to exhibit the door closers. This 
display has been well taken by the trade and has 


proved a stimulant for Yale sales. 

While the display was considered attractive enough 
to arouse the curiosity of a prospective buyer, its ap- 
peal was strengthened by a tie-up with. descriptive 
folders of the actual product. These folders were con- 
spicuously placed in the display in the hope of leading 
prospective customers into the merchant’s store for a 
copy, thus giving the dealer an opportunity to make 
an immediate sale. This display was sent the trade 
in the fall of the year when everyone is usually con- 
sidering the installation of door closers in their home, 
due to the need of greater door control in cold weather. 

Another display, equally as attractive as the 
“closer trim,” was the new axuiliary rim lock display. 
This display was a little larger than the door closer 
display, and perhaps, because of its size, more atten- 
tion-compelling. The actual product was worked in 
with this display a bit differently than the door closer 
display, but equally as effective. 

The center card, measuring forty inches high, was 


YALE 





One of the Most Effective Display Helps Ever Distributed by Yale 
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created with the intent to point out the security fea- 
tures of Yale auxiliary rim locks. This card was a 
lithographed reproduction in twelve colors of a pastel 
drawing by one of the country’s famous artists. The 
same picture was also used with one of the feature 
holders shown in connection with the window trim so 
as to emphasize the thought of security effectively. 

The other two cards, each measuring twenty-eight 
and one-half inches high, pointed out two other uses 
for this style of lock. The smaller cards illustrated 
and described two of our better dead locks and showed 
a few of the many superiorities of this product. 


A wider assortment of consumer folders was used 
in connection with this display ; this method was made 
necessary, due to the more varied types in our 
auxiliary rim lock line being shown. An added fea- 
ture of this display was the use of price cards, which 
were made up in the form of an auxiliary lock, allow- 
ing sufficient space for the list number of the product 
and the price to be shown. 

This plan gives a dealer an opportunity to show 
the price of the article directly in the window and thus 
practically clinch the sale with prospective customers 
before they have even entered the store. This feature 
has been tried in various sections of the country with 
equally fine results. 

We believe these displays are popular for the rea- 
son that they present an idea which contains a real 
Sales appeal. ; 


Guards your 





Protection of Home is Thought Depicted in This Successful Dealer Display 


Yale window displays are not the outgrowth of 
spontaneous ideas, but the result of careful study. A 
constant survey is being made by the Yale organiza- 
tion to provide the sort of window material which will 
bring the best results to its customers. 





BEYER SUCCEEDS AT SERVICE WORK 


When John H. Beyer, formerly display manager for 
McCreery’s, Bedell’s and Mentor Company, decided to enter 
the display business he had three of the absolutely necessary 
attributes to warrant success. 

Mr. Beyer had a complete knowledge of the display busi- 
ness, a positive determination to win, and a complete insight 
into the needs for a general display service of the type upon 
which he had decided. 

The Beyer Display Service was organized*last October 
with general offices at 286 Fifth Avenue and a fully equipped 
studio at 214 East Thirty-fourth Street. 

In this latter place every necessary modern detail, me- 
chanical and otherwise,’ was installed and a complete staff 
of artists and displaymen were secured. Also a stock of the 
latest draperies from silk velours to metallic cloths was in 
the racks ready for use. 

A definite selling plan was formulated and at once the 
business came in. At first it was the smaller shops—those 
which appreciate the value of such service, but could not 
afford the services of a displayman—and the fact that the 
service not only consisted of the installation, but also the 
furnishing, on a rental basis of all draperies, hangings, panels, 
etc. j 

Then the larger stores took to the idea, as well as the 
chain stores, until today, four months after the starting of 
the business, Mr. Beyer’s list of customers includes some of 
the biggest and most exclusive stores in New York City. 





14 THE DISPLAY WORLD 


March, 1926 


Unguentine’s Great Display Success 


Sales Boosted Skyward by Better Display Helps and Complete 
Cooperation Between Sales Department and Dealers 


By HENRY E. DITZEL 


Advertising Department, Norwich Pharmacal Company, Norwich, Conn. 


OW is it possible to secure window and 
counter display of our product commensu- 
rate with the advertising pressure behind 
it, is a question, but its answer is a prob- 
lem. Every advertiser whose market is 

reached through the retail store is face to face with this 
most perplexing situation. 

Many and various are the means resorted to to 
secure the answer. Every advertiser, in some manner 
or another, has his own distinctive problem. 

The Norwich Pharmacal Company, in its advertis- 
ing of Unguentine, is no exception. The product is 
advertised in the leading women’s magazines as a surgi- 
cal dressing with a remarkable record for the soothing 
and healing of all sorts of skin accidents and irritations 
which happen in the household, the most prominent of 
which are burns, scalds, cuts, boils, etc. 

In connection with burns, we lay particular stress 
upon a similar use—sunburn. While summer was at 
one time regarded as a poor season for the sale of 
Unguentine, the pressure upon the sunburn use has 


uentine 


made it one of the best of the year. 

This change has been brought about because of 
several things. People who knew Unguentine knew of 
it primarily for burns. This was occasioned by its 
many years of successful use by the medical profession 
for this particular use, and the slogan which at one 
time accompanied all sales literature and the package 
itself, “The First Thought in Burns.” These same 
people came to think of Unguentine when sunburned, 
as sunburn is the same as any other burn. As Unguen- 
tine was more and more strenuously advertised, this 
sunburn use was used for the background of the sum- 
mer campaign. 

In the summer of 1922, the first real advertising 
campaign to the public, in the nature of a test, was 
embarked upon in New York City. Aside from a few 
advertisements in foreign language newspapers and a 
half-run of subway and elevated posters, the program 
consisted of several thousand window and counter dis- 
plays. Our salesmen merchandised the campaign to a 
fare-you-well. Then, what we had was pretentious; 
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The Famous Coles Phillips Display Card That Proved So Effective 
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now, it doesn’t seem quite so much. Put the salesmen 
made the most of what there was. 

The results of this campaign were so astounding 
that we were forced—whether we wished to otherwise 
or not—to give displays a good share of the credit. 
Since, window and counter displays have received a 
good share of the appropriation. 

From the beginning, the lion’s share of the display 
appropriation has been expended for the summer sun- 
burn use. The summer display is merchandised by the 
salesmen for a month or two before the sunburn season 
through a tie-up with a merchandise deal. The dealer 
is required to sign a contract to the effect that he will 
install the display in his window and on his counter for 
a certain period and at a certain time. 

These contracts are attached to the order, from 
which they are removed at the various branch offices to 
be sent to one central point—the advertising department 
at Norwich. Here they serve as a prompt and accurate 
check on what the salesman is doing. But, most im- 
portant of all, it is a mailing list of all druggists who 
receive the displays. 

At a certain time—about ten days to two weeks 
before the week that the displays are to go up—every 
shipment is made. Wherever possible to do so, drop 
shipments are made to those salesmen who can deliver 
personally the displays in a few days, putting up as 
many as possible themselves. 

These shipments and deliveries are followed up by 
a letter from the home office, reminding the druggist 
of his contract, why it would be most profitable for him 
to tie up at this time, etc. The salesmen, of course, 
have their lists of those who received a display, and 
they, too, do follow-up work. 

We believe that in this manner we receive, through 
coordination of the dealer, salesman and ourselves, the 
most that can be secured through the prompt tie-up of 
periodical and display advertising. 

But, even after the displays are out and the display 
week is over, our work is not done. Where there is 
still plenty of sunburn weather, another follow-up letter 
goes out to all display holders, citing several instances 
of remarkable success through the use of the display 
and requesting a reshowing. This second follow-up 
letter pays for itseli—and more. 

We believe in good art. Each year the art we have 
used for Unguentine displays is better than the preced- 
ing. Asan instance, in 1924 we used a painting by Coles 
Phillips that created so much favorable comment and 
so many requests for displays that the entire stock was 
depleted and many requests went unfilled. This display 
received a position in one of the “Annuals of Advertis- 
ing Art” in the United States. The demand was so 
great that it was decided to utilize the same painting 
in 1925 by changing the background color, which made 
the display even stronger. Again the demand far ex- 
ceeded the supply. 

Counter display is important. Every dozen tubes 
of Unguentine is packaged in an attractive counter dis- 
play container for the druggist to put up if he so 
desires. The art work is taken from current advertis- 
ing, providing further tie-up. A circular citing the 
benefits of Unguentine counter display is placed in the 
top of each box. 
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Empty display containers.are provided every sales- 
man, to put up himself or to replace those which have 
become soiled. At intervals throughout the year he is 
supplied directly with illustrated counter displays to 
put up himself. Nothing, unless specifically requested, 
is sent direct to the dealer. 

Counter and window display advertising is the 
measuring stick of how much the periodical campaign 
will produce. A druggist told me the other day that he 
always kept Unguentine on his counter, selling twelve 
tubes a week, week after week. He tried an experi- 
ment for two weeks by removing the display from the 
counter. His sales for the two-week period were only 
three tubes! Is it amy wonder, then, that we pay so 
much attention to this vital link in the selling chain? 

All of our display philosophy resolves itself into 
these simple things—the use of good art, to have the 
displays good enough so that the dealer will ask for 
them, to have our own representatives put up the dis- 
plays personally wherever possible. 

Simple, isn’t it? 





CANADIAN MANUFACTURE FOP PALMENBERG 
Two of the largest manufacturers representative of Amer- 


ican and Canadian display interests recently entered uporf an 
agreement for the manufacturing of the American forms in 
Canada. These forms are none other than the famous 
Palmenberg forms recognized the world over for their meas- 
urements and construction and manufactured at New York 
by J. R. Palmenberg’s Sons, Inc. The Canadian firm of Clat- 
worthy & Son, Ltd. 161 King St, N. W., Toronto, is to 
handle the mechanical construction of these forms across 
the border. : 

This means that the complete Palmenberg line of women’s, 
men’s and children’s display and manufacturing forms will 
become available to Canadian merchants and manufacturers 
of ready-to-wear merchandise at prices prevailing in the 
United States. 

The firm of Clatworthy & Son holds a position in the 
Canadian display field corresponding to the prestige and in- 
fluence of J. R. Palmenberg’s Sons, Inc., in the United States. 
Although they are not as large or as old as their American 
collaborators, they have built up a tradition of accomplish- 
ment and respect since their establishment in 1896. 

All the forms will be manufactured from duplicate moulds 
and constructed according to the same methods as employed 
by Palmenberg at New York. The display forms will be 
designated as Clatworthy-Palmenberg forms and the manu- 
facturers’ forms as Palmenberg-Clatworthy forms. This ar- 
rangement will undoubtedly prove of considerable value and 
interest to the buyers of forms in Canada. It will no doubt 
work out equally as interesting to the manufacturers con- 
cerned. 





NEW BUILDING FOR NEISNER BROS. 


Announcement is made by Neisner Brothers, Inc., Roches- 
ter, N. Y., of their acquirement of the building at 202 Main 
Street, East. They plan to dismantle the present structure 
and erect in its place a new four-story building which should 
be ready for occupancy before this year’s Christmas holiday 
season begins. This company conducts a chain of five-cent 
to one dollar department stores in the East and Middle West. 





SINCLAIR JOINS SMITH-HECHT COMPANY 


L. F. Sinclair has been appointed director of sales for 
the Smith-Hecht Company, Indianapolis, Ind., well known for 
their creations in the field of illuminated and motion win- 
down display devices. Mr. Sinclair was formerly with the 
Animated Products Corporation, New York City. 
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Artificial Light During Daylight Hours 


Thorough Study of Good Illumination as Recommended 
by Electrical Experts 


By W. T. BLACKWELL and A. S. TURNER, JR. 


Public Service Electric & Gas Co., Newark, N. J., 
and Edison Lamp Works, Harrison, N. J. 





Editor’s Note.—This concludes the thorough presentation 
of the subject of daylight illumination of show windows, the 
first section of which appeared in the January, 1926, issue. It 
affords conclusive proof that greater lighting intensities com- 
pete favorably with daylight and return big dividends in 
added sales. 


N compiling the information obtained, the 
direct results are, first of all, very interest- 
ing, and would probably best be explained 
in tabular form, as shown in Chart l. 
Summarizing them, howeyer, we find 

that using 13.5 watts per square foot of floor area, or, 
in other words, the equipment which they had already 
installed, the attracting power of the window during 
the week was increased 4.5 per cent, due to the addi- 
tion of artificial light; employing 41.7 watts per 
square foot increased the attracting power of the win- 
dow 21.5 per cent; 60.4 watts per square foot, 31.5 


per cent, and 79.2 watts per square foot, 37.2 per cent. Chart 2.—Graphical representation of per cent increase \ 
or decrease in persons stopping at test window during the 
half-hour periods throughout the four weeks of the test. 























If this test had been conducted to a still higher 
step, it may be that it would have been found desir- 
able to add still more light. The question of heat in 
the window, and fading of merchandise, however, 
then found quite an important place in our thoughts, 
and it was, therefore, deemed undesirable to go to 
higher values for the construction of the window and 
other factors made it impractical to install the neces- 
sary exhaust fans for this temporary test. 





Other Information Obtained on Attracting Power 


An analysis of the hundreds of readings taken 
shows us many interesting facts regarding window 











Chart 1.—Curve showing relation of the foot-candles of 
artificial light and the watts consumption per square foot of 
floor area to the per cent increase in persons stopping. 








It may be seen from these results that the increase in 
attracting power is beginning to drop off and not in- 
creasing in proportion to the expenditure in wattage 
per square foot. This is graphically shown in Chart 1, 
together with curves comparing the horizontal and 
vertical intensities of light in the window with the 
percentage of increase in the persons stopping. 

The ratio of the vertical and horizontal foot- 
candles to the wattage consumption is not constant, 
but by means of this chart, the foot-candles obtain- 
able for various wattages or vice versa, may be com- 


puted. For example, 40 watts consumption would in- 
Chart 3.—Graphical representation of per cent increase in 


priori the vabeterahlernents 20 per ‘cent, while a 20 per persons stopping at test window on the different days of the 
cent increase is obtained with 143 vertical foot-candles week for the four weeks of the test. The first column onthe 


and 230 horizeatal teot-cadsian: prom er the first week, second column, second week, 
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Super Light—Why? 


Up-to-the-minute merchants the country wide 
are realizing that more light in the show win- 


means more sales in the store! The effi- 
cient 500-watt Mazda Lamp, giving far 
more light for the current used than 
smaller lamps, has revolutionized 
display lighting. 
X-Ray SUPER-Reflectors using 500-watt 
Mazda lamps to put punch in display! 


CURTIS 
LIGHTING, Inc. 


1119 W. Jackson Boulevard 


CHICAGO 
31 W. Forty.Sixth St. 
New York 
3113 W. Sixth St. 
Los Angeles 
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shopping, and the value of light on window shopping 
in the daytime. For example, let us study Chart 2 
showing the relative value of no artificial light versus 
artificial light in the window in the daytime with the 
various intensities considered for the several half- 
hour periods during this test. These values are for 
the days with light, versus the days without light for 
each intensity. 

It will be noted that during a number of hours the 
value of light is very consistent. During others it seems 
most inconsistent. Of course, there are factors enter- 


ing over which there is no control, which would cause . 


these wide fluctuations, but, on the other hand, there 
were certain half-hours which tell an interesting story. 





Chart 4—Shows trend of persons passing and stopping 
at test window during the first week when the lowest in- 
tensity of artificial light was employed. 


For example, from 9 to 9:30 we find that very few 
persons are interested in window shopping, and that 
during the week when 200 watts for every ten inches 
of front window were employed, the light apparently 
had a great effect on attracting people to the window, 
while the higher intensities did not have as great a 
value. From 9:35 to 10:05, however, a condition is 
found whereby increasing the amount of light in- 
creased the value to a considerable extent. 


Another interesting feature was the three half- 
hour periods from 10:10 to 10:40, 1:40 to 2:10, and 
4:00 to 4:30. During these three half-hours of the 
day it would seem that additional light in the win- 
dow played very little part in getting more people to 
stop to look at the merchandise. In extreme contrast 
to this might be the period of 1:05 to 1:35, when 
lighting in the higher intensities had an extreme effect 
in attracting more people to the displays. 

Studying the figures from a little different angle, 
taking them for the different days of the week, results 
are obtained as shown in Chart 3. The left-hand 
columns represent the first week, the second column 
the second week, etc. Here we find that in every case 
more people were attracted with the three higher in- 
tensities than was the case with the light which they 
had installed originally, and, as a whole, the increase 
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was rather in‘ proportion to the amount of light on 
the merchandise. 

The one interesting feature in this particular chart 
is that on Friday of the week, when 200 watts per 
ten inches of window frontage were employed, an 
extremely high attracting power was obtained. In 
endeavoring to analyze this particular day, it was 
found that a Dollar Sale had been advertised. The 
records show that without light during that day the 
window attracted less people than at any other time 
during the four weeks. It might be deduced from 
this that persons, having read of the Dollar Day, 
either did not stop at the window, but went directly 
into the store, or passed by without thinking of the 
Dollar Day sale unless they were particularly at- 
tracted to it by the lighted window. While more per- 
sons stopped both with light and without it, the other 
days of that week when there was no particular sale, 
the increase of those stopping with light over no light 
was materially less. 


Trend of Those Passing By and Those Stopping 


As might be expected, it was found that through- 
out the four weeks there was a consistent general 
trend as to the number of persons who passed by the 
window. In the case of the number of persons who 
actually stopped to look at the merchandise, this trend 
was not so pronounced. In order to show this rela- 
tion, together with the relation of the numbers who 
stopped when the artificial ligst was added for the 


. lowest and highest intensities, a direct comparison in 


chart form is shown in charts 4 and 5. 

It is interesting to note the inconsistency with 
which the window with more artificial light added, 
attracted more persons. We see, for example, that 
Chart 5 shows a much larger area between the two 
lines of persons stopping with lights on and lights 
off than in Chart 4. There is one exception and that 
is from the half-hour periods of 4:00 to 4:30, 4:35 to 
5:05, and 5:10 to 5:40. Here we find a decreasing 
number of persons stopping, and, while every en- 

(Continued on page 26) 





Chart 5.—Shows trend of persons passing and stopping at 
test window during the fourth week when the highest in- 
tensity of artificial light was employed. 
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pa ory ecorations 


Chicago affords the most complete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that’ decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 





BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


THE HECHT FIXTURE CO. 
620 Medinah Building, Wells and Jackson 


Everything in Display Fixtures 





INTERNATIONAL REGISTER CO. 
13 South Throop Street 


“CUTAWL” Decorative Cutter 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 


| Fe 


























ment 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 





THE MURDISON COMPANY 
316 North Michigan Blvd. 


Anaglypta and Decorative Papers 





THE SPANJER-JANES CO. 
1160 Chatham Court 


Distinctive Display Decorations 


REFLECTOR & ILLUMINATING CO. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Street 


Window and Interior Decorations 


SILVESTRI ART MFG. COo., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 






Copyright, 1924, by The Display Publishing Co. 
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Important Points on Good Display 


Window Display Advertising Demonstrates Its Great Selling Force and 
Merchants Are Providing Fixed Budgets for Display Expenditures 


By ROBERT W. McKNIGHT 
Display Manager, Rankin Dry Goods Company, Santa Ana, Caltf. 


INDOW display, the silent but most force- 
ful salesman known, is the hardest worked 
medium employed by merchants today. 
There is no rest and no let-up, for it is 
kept actively engaged twenty-four hours 

a day. It is the cheapest advertising medium within 
the reach of a merchant. 

It is an investment that possesses great possibilities 
~ for large returns. The expense incurred for beautiful, 
attractive and inviting displays are more than com- 
pensated by the increased sales promoted by them. 

The successful retailer of today values his display 
window as the most important adjunct in sales crea- 
tion. If properly handled, displays should arouse in- 
terest and create a desire to possess. Add a touch of 
human interest or emotional appeal to them and their 
value is enhanced to a greater extent. 

The progressivé merchant realizes now more than 
ever the true value of display by creating budgets for 
the display department, thereby giving the display 
manager an opportunity for more efficiency in display 
work, prestige and selling power. 

The value of display has created a profession 
which makes the displayman one of the most valuable 
men in any retail organization. An artistic display 
coupled with selling power is a great business stimu- 
lator. It creates a distinctive atmosphere to the busi- 
ness and gives it prestige. 

Frequent changes in appropriate background effects 
are strongly recommended to enhance the value of dis- 
plays. Such changes will take away the commonplace- 
ness of a window and increase its fresh appearance. 

To get the greatest value from a display it is abso- 
lutely necessary to have good equipment, such as 
wood and metal fixtures, up-to-date forms and figures, 
and an assortment of fresh flowers and display ma- 
terial. 

Even with good equipment, effective displays do 
not just happen; they require intensive study, work 
and planning to get the highest efficiency or value 
from them. 

A displayman should possess vision and original- 
ity. Simplicity is a determining factor in planning 
and working out most successful window displays. 

A good displayman should have a technical knowl- 
edge of merchandise and its uses. He should study 
architecture and history and know their relationship 
to each other, and also have a complete knowledge 
and understanding of design, ornament and composi- 
tion as related to line, mass and color. A knowledge 
of perspective, proportion, balance. and interior deco- 
rating is indispensable. He should thoroughly under- 
stand the blending and contrasting of color, and pos- 
sess the ability to sketch. 


It is very important that a display window he 
adequately lighted. In this day of marvelous light- 
ing effects no progressive merchant can afford to have 
poorly illuminated windows. 

The real value of the display window as a selling 
factor is best judged by the rentals charged against 
them by progressive merchants throughout the coun- 
try. Window rentals in some of the metropolitan 
stores, we are informed, run as high as $150,000 per 
annum. Sales resulting from display have, in in- 
stances, equalled 75 per cent of the total business. 
Judging from these figures, the value of display 
cannot be over-estimated. 


Stensgaard Heads Chicago Club 


Club Also Elects H. C. Oehler, Vice-President; R. O. 
Johnson, Secretary; W. A. McCormick, Treasurer 


J. STENSGAARD, display director of the Stewart 

Warner Corporation, Chicago, was elected presi- 

dent of the Chicago Dieplay Men’s Club at its 

recent annual election of officers... Mr. Stensgaard 
has had a phenomenal rise in the display field, coming to 
his present position from C. W. Klemm, Inc., Bloomington, 
Ill., where his display work was unusually successful. 

His entry in the profession antedates to 1910, when he 
got a job as fixture boy with The Buckley Dry Goods Com- 
pany. After five years of service with that°concern he left 
its employ in 1911 to enlist in the United States army. On 
his return from France in 1919, he opened his own studio. 
Two years later he joined the sales force of one of Amer- 
ica’s largest decorative manufacturers, covering a territory 
throughout the central western states. Armed with this valu- 
able experience, his progress in display practice has been 
rapid. 

Other new officers in the Chicago Club are: H. C. Oehler, 
W. A. Wieboldt & Company, vice-president; R. O. Johnson, 
Commonwealth Edison Company, secretary; W. A. McCor- 
mick, Boston Store, treasurer. 

The Chicago club is giving its untiring efforts to the suc- 
cess of the I. A. D. M. convention in June, which promises to 
be the greatest ever held. One-third more exhibit space will 
be used than the best previous record. 








A NEW MOTHER’S DAY DISPLAY 

A new display, so warm and full of sentimental appeal 
that it will gain the interest of everyone thinking of Mother's 
Day remembrances, has just been produced by the Richard- 
son Illustrating Company, New York City. It is a window 
or counter card de luxe in four colors and gold, on heavy 
14-ply cardboard stock, 211%4 inches wide and 16 inches high, 
with two attached wings which serve as an easel. It features 
the famous painting, “Whistlér’s Mother,” with carnations 
overlapping and die-cut at top, all symbolical of Mother’s 
Day, which will be celebrated this year on Sunday, May 9. 
The reverse side of the card is finished in blue. Only a 
card like this, typifying the printer’s craftmanship at its best, 
should grace the modern Mother’s Day window. 





Better window displays make passers-in of the ordinary 
passersby. 
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Value tor You 
On.Pase 52! 


You will be interested in the article on page 52, “Colorful Show 
Cards Are Effective,’ and the window cards displayed by Mr. H. F. 


Dodson of Wichita, Kansas. 








More 
Brilliance 
of 
Color 




















More 
Complete 
Covering 


Capacity 








The New “Prang’”’ Tempera Showcard Colors Are Based 
Upon the Color Circle! 


‘“Prang’’. Tempera, the Better Show- 
card Color, is now made in the twelve 
standard spectrum colors with the addi- 
tion of white, black, brown, and neutral 


gray. 


‘Showcard writers and display men 


over the country are turning and 
“tuning” to ‘“Prang’’ Tempera, the bet- 
ter showcard color, because in this 
brilliant live set of colors each has a 
definite relation one to the other. All 
are at their fullest intensity, and can, 


THE AMERICAN 


SANDUSKY - OHIO 


“Old Faithful” 





Established 1835 


therefore, be easily mixed to secure any 
desired intermediate hue. And by the 
addition of black or white, or both, re- 
spectively, tints, shades and gray colors 
can be produced at will. 


_ The display of window cards by H. 


F. Dodson, at the I. A. D. M. Con- 
vention at St. Louis, showed the won- 
derful brilliance and smooth covering 
quality of this new showcard color. 


It will pay you to send for literature 
and samples—free upon application. 


CRAYON COMPANY 


NEW YORK 
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Thrust Into the Display Profession 


Sid Goldberg, Young But Ambitions, With a Keen Sense of Art Values, 
Works His Way to Head of Kline’s Display Department 


T is seldom that a metropolitan newspaper 

will feature the work or personality of a 

displayman, so when a youngster recently 

broke into the columns of the Cincinnati 

Post with a feature article something un- 

usual must be found in this prodigy and his work. 
Here’s the way the story ran: 

“It has been said that one can not escape his voca- 
tion any more than his shadow. Sid Goldberg, twenty- 
two, display manager for Kline’s, Cincinnati, offers 
~ himself as proof of this theory. And as a result he 
discovered a new field of opportunity and self-expres- 
sion. Two years ago he was ‘kidded’ out of studying 
art by his father to enter the more lucrative field of 
merchandising, and secured employment at the Kline 
store in the purchasing department. He. became ac- 
quainted with the display manager and took great 
pleasure in assisting his friend at nights with his display 
installations. He could not live down his inherent love 
for art. Or, in his own words, ‘I came here to escape 
art and here I am deeper in it than ever before.’ ” 

Soon Mr. Goldberg was appointed assistant display 
manager, and finally became manager of the display de- 


partment. He had ideas and ideals, and he knew how 
to work them out. He felt that the show windows were 
the soul of the store, and that this could be proved to 
any store management. He plugged away, improved 
the appearance of the store windows in general, in- 
stalled artistic and attention-compelling displays, and 
finally won the confidence of the management. ‘The 
effect on the store’s sales was noticeable, because it 
takes the music of the cash register to get in the good 
graces of the big “chief.” 

Mr. Goldberg insisted upon a bigger budget to 
enable him to carry out his sound display ideas, and 
now this store is spending more upon its show windows 
than ever before in its history. And the increased ap- 
propriation is returning handsome dividends. 


He has sold his institution, as every displayman with 


executive and merchandising ability can, because our 


store managers and owners are selfishly human and will 
spend wherever and whenever the man behind the gun 
will deliver the goods. 

Mr. Goldberg has some fixed ideas regarding dis- 
play work and ‘its relation to merchandising. He says 
that most store managers believe popular price mer- 





A Display for Kline’s by Sid Goldberg That Set a New Standard 
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chandise should not be shown in a high-class and artistic 
manner. They will tell you that the class of people who 
buy this merchandise want to see a lot of it. 

It is easy to prove that they are wrong, as any sound 
display program will prove if but given a chance. 
Nevertheless, the windows of the average ladies’ ready- 
to-wear store operating on quick turn-over are always 
crowded, and with a galaxy of color that would be a 
treat to some circus manager. 

If these windows were but handled neatly, with 
simple but harmonious color schemes, the beauty of the 
garments will be admired by the window shoppers, who 
will assume that the same garment can be had in the 
season’s range of colors. Allow the customer to use her 
imagination and to think for herself. That is the -best 
flattery you can award her. People no longer expect 
to ‘‘see the store in the window.” They merely want the 
window to transmit the policy of the store, the newness 
of the merchandise, the rare taste in its selection, and a 
general idea of the price range. 

“With this thought in mind, I endeavor to prepare 
window settings that blend with the season’s merchan- 
dise, carrying throughout the battery of windows but 
one scheme of decoration,” he says. “It is always well 
to carry out a conventional scheme that has some store 
significance. This may often be incorporated in the 
background. For example, a colonial woman’s head in 
silhouette against the background of a recent series of 
windows proved unusually effective and brought a great 
deal of favorable comment. This head, by the way, 
appears in the shield of the store, on labels, boxes, etc.” 

One of the displays is reproduced herewith. The 
background consists of pollycraft work throughout, in 
colors of green, blue, pink and silver. Silver cloth is 
the base of the background, and is also tinted in corre- 
sponding colors. The entire settings were made in the 
store’s display department. 

Window displays do sell merchandise, do build up 
store prestige, and do portray the store’s policy, and 
any store management will give its display department 
greater latitude if it is capable of bringing out these 
fundamental attributes of successful window display 
presentation. 





CENTRAL INSTITUTE TAKES LARGER QUARTERS 


The Central Institute of Window Dressing, owing to the 
large increase in enrollments, has found it necessary to re- 
move to much larger quarters, 247 W. Thirty-fourth Street, 
New York City, opposite the Pennsylvania and Long Island 
Railroad Station. Thorough training in every branch of 
window display art is given, in addition to instructions in 
show card writing, price tickets and poster art. Many stu- 
dents come from various parts of the country to secure this 
training, wihch is under the able management of Milton 
Roberts. Some students are now employed in leading depart- 
ment and specialty stores throughout the city. Instruction 
in window display comprises all branches of the art, such 
as shoes, dry goods ,drugs, candies} clothing, ladies’ wear. A 
great deal of thought is also given to the designing of back- 
grounds and draping. No lectures or books are used, as there 
are nine model windows for practical instruction. 





HOWELL TRANSFERRED TO NEW YORE 


”. G. Howell, advertising manager for the American 
Co'ortype Company, has transferred his headquarters from 
Ch'cago to the New York offices of the company at 207 West 
Tw enty-fifth Street. 
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Holabird and Roche 


Architects 


STIP PLE 


Reflectors 


DESIROUS of obtaining the very best 
lighting effects for their window displays, 
the new HOTEL SHERMAN SHOPS 
have selected STERLING Reflectors for 
their show windows. 


These installations, lighting as they do sev- 
eral distinct lines of merchandise, prove 
the efficiency of STERLING Reflectors in 
show windows of every size and kind re- 
gardless of the character of the merchan- 
dise on display. 


There are STERLING Reflectors in shapes 
and sizes that are exactly suited to your 
requirements for efficient show window 
lighting. NOW is a good time to plan 
BETTER lighting for your 


SPRING WINDOW DISPLAYS. 


Complete Information on Request. 


Reflector & Illuminating Co. 


Manufacturers and Engineers 


Chicago, U, S. A. 


1403 Jackson Blvd. 
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Mardi Gras Is Mecca for Thousands 


Merchants of New Orleans Take Advantage of Annual Custom 
With Elaborate Spring Displays That Produce Business 


By WALTER F. DALY 


Mayer Israel & Co., New Orleans, La. 


OWN where sugar cane 
grows the tallest and 
cotton buds the whitest, 
an ancient custom is 
kept alive by popular 

demand. For New Orleans, Mardi 
Gras means the end of an old and 
the beginning of a new year of 
activities. It lifts the populace out 
of the commonplace and everyday 
things of life and tosses them into 
a sea of merriment, festivities, 
color, splendor and pomp. Through- 
out an elaborate and brilliant pro- 
gram, the great southern metropo- 
lis steps to the tune of Parisian 


business hub. 


The 1926 Mardi Gras, February 
11 to 16, far surpassed all previous 
records. Those from out of the city numbered ap- 
proximately 75,000, and the full attendance at the 
six day event was estimated to reach more than 
300,000. 

In a business way, New Orleans profits hand- 
somely by this occasion. There is renewed vigor in 
every branch of the city’s commerce, while thousands 
of visitors from every part of the world make it their 
mecca. 


During the week show windows of the big retail 
stores were trimmed in the purple, yellow and green 
colors of Mardi Gras to harmonize with the general 
decorative scheme of the streets. Opportunity was 
also taken to bring out spring styles, a plan which 
has only been followed by merchants there the last 
few seasons, but found to be very profitable. 


The event incites the active cooperation of all in- 
terests. The merchants know that Mardi Gras each 
year means more business and that to interest the 
thousands of transients the use of effective window 
displays becomes paramount. Accordingly, display- 
men are given greater freedom and more liberal ap- 
propriations, and this is reflected in the better type 
of displays that prevail at this time. It is, indeed, to 
the credit of the members of the display profession 
in New Orleans that the retail stores stand out in such 
a favorable way during the week. The entire atmos- 
phere breathes confidence and respect for the city and 
its merchants and accounts for the large sums that 
Mardi Gras visitors spend for merchandise require- 
ments. And so display advertising makes another 


score. 
On “Fat Tuesday,’ Mardi Gras Day, during the 
gigantic parade, the crowd was so large as to literally 


More ways than one have been 
found to promote the civic, social 
and commercial life of a community. 
Mardi Gras keeps alive the esprit de 
corps in the great southern metrop- 
olis of New Orleans, It has been.an 
established custom in the Crescent 

' City since 1857, and each year finds 
the event renewed in vigor and en- 
hanced in importance for Louisiana’s 


Merchants dance to the lively 
tune of the Parisian carnival and 
trim their windows to harmonize 
with the colors of the occasion. It 
is celebrated at the season of the © 
notes. year when stores can introduce 
their new spring styles. 1857. It was passed to us by the 


pack Canal Street, the main thor- 
oughfare, with humanity for six 
blocks. At least 200,000 people 
were in this assemblage. 

In the huge demonstration visions 
of gods and heroes are paraded 
before the multitudes. It is a 
replica of “When Knighthood Was 
in Flower,” “Ceasar’s Legions Re- 
turning Home,” “Napoleon View- 
ing His Grand Army,” and a hun- 
dred or more pages of gala his- 
toric thoughts stretched before 
the throngs in a panorama of 
pageantry. 

This traditional festivity has 
been kept in New Orleans since 


French, Italians and Spanish. On 
the last day of the program, Mardi Gras, the whole 
city is turned over to the rule of King Rex, who 
passes through the streets escorted by his bodyguard, 
the mystic Krewe of Comus, and various military and 
visiting organizations. In the evening occurs the 
great street pageant in which are displayed elaborate 
tableaux brilliantly illuminated. These ‘floats repre- 
sent noted scenes of history, poetry or fiction, and-are 
constructed at great expense and with artistic elegance. 

Nowhere else in the country is Mardi Gras ob- 
served with such a display of pomp as is shown each 
year at New Orleans. In fact, demonstrations in other 
cities are usually poorly designed take-offs of the 
Mardi Gras and can only be classed in the category 
of carnival fun-making. 

Whether it be a Mardi Gras, a civic event of im- 
portance, or demonstration in which the entire citi- 
zenry can take part, every city of any consequence 
in the country should promote and build up a like 
fixed custom: It will pay a community well in social, 
civic and commercial dividends. 





NORMANDIE NOW ON BROADWAY 
By consolidating their manufacturing and sales depart- 
ments, The Normandie Import Company have sensed the 
value of removing both to 1151 Broadway, New York City. 
R. Cohen, of this firm, states the company will shortly bring 
out a new sensational display novelty. 





FIFTH AVEUNE ENTRANCE FOR HEARN’S 

A new Fifth Avenue entrance and building is to be co1- 
structed to the James A. Hearn Department Store at Four- 
teenth Street, New York. Extensive alterations will be 
made to connect this additional space and adapt it to the 
requirements of the business. These proposed additioms 
will increase the sales and warehouse space to more than 
50,000 square feet. 
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By adjusting the arms 
any number of drape 
effects can be obtained. 


All parts rigidly welded. 


Diameter across bust, 24 
inches. 


Length of each draping 
arm, 12 inches. 


Spread of base, 22 inches. 


Extensible to heighth of 
8 feet. 


PRICE, EACH 
Complete With Stand 


$45.00 


PROMPT DELIVERIES 


1350 Broadway 





a a 


Each Design Furnished Complete With Stand. 


| Be SIZE FIGURES representing the highest 
class of wrought iron art. A thousand 
draping effects possible with these fixtures. 


Illustration below shows how the R. H. Macy 
Company, New York, use these remarkable 
fixtures. 


Be the first to make use of these valuable 
draping stands. We will guarantee exclusive de- 
signs to every store in each town. 


This will insure your getting distinctive equip- 
ment. 


Special designs will be submitted wherever 
necessary. 





PRICES F. O. B. NEW YORK 


DISPLAY CRAFT CO. 


- New York City 


TELEPHONE: 4684 WISCONSIN 
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] ccessories 
for Better Window Displays 
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Make Your Window Attractive With 


Artificial Flowers Glass Shelves Spot Lights ‘ 
Artificial Fruit Glass Heel Rests Strip Lights 
, Baskets Grass Mats Stix-Wel Glue 
Background Papers Metalline Draping Tinsel Flitter { 
; Borders Cloth Thumb Tacks 
\| Bilt-Wel Board Pedestals Valances 
ad Birch Bark Strips Papier Mache Velours 4 
’ Card Holders Novelties Velour Papers 
: : Price Tickets ‘ 
: Chenille Roping tie Vines 
Color Attachments haesatie Wood Carvings § 
Flood Lights Reflectors 1 Wood and Metal 
Foot Lights nayshasptengd corn Fixtures 
Gelatine Scenic Paintings Wrought Iron r 
Show Cards Stands 


Glass Stands ‘ 


Spring Catalogue No. 41 Now Ready 


| Doty & Scrimgeour Sales Co., Inc. | 


148-152 Duane Street New York ) 
Phones: Whitehall 2737-2738 


“Everything for Better Window Displays” ‘ 
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J | he 
Display Fixtures that Flatter! 


Show your merchandise in the most pleasing 
manner—let the public see it displayed on fix- 
tures that are flattering. 


ONLI-WA DISPLAY FIXTURES are designed and 
built by men who know exactly what the displayman 


needs. 
A New Finish! ' 


We are giving our fixtures a new 
finish that won’t blister in the sun, 
and we are also using the new 
Tite Fit metal fitment which in- 
creases their service substantially. 











Card Holder 





Catalog No. 12 
on Request 














Plateau 





Reg. U. S. Pat. Of. QUALITY and ORIGINALITY 


The ONLI-WA FIXTURE CO. 


i el PAUL AVE. Dept. D.W. DAYTON, O. la 











Artificial Light During Daylight 
(Continued from page 18) 


deavor has been made to learn the cause of this, it is 
one of the idiosyncrasies of the test which must he 
accepted as fact without reason. 


Daylight Intensities 

As stated in the early part of this paper, readings 
were taken of the daylight on the sidewalk in front 
of the window, as well as the horizontal and vertic:l 
intensities in the window itself between each of the 
test periods. An average of these intensities for the 
various weeks gives an interesting picture of how 
much effect the additional artificial light had in the 
brightness of the window. This is shown in charts 
6 and 7. It is only natural to suppose that with the 





Chart 6.—Average values of daylight on the sidewalk and 
in window for the first week of test. 
small additional artificial light used the first week, 
as shown on Chart 6, we would not get a very high 
increase in the number who stopped. 

The second week had a vertical intensity increase 
with the use of artificial light, equal to daylight in 
some instances. The third week had more periods 
when the artificial light equaled daylight, while in 
the last week, Chart 7, the artificial illumination was 
in the majority of cases greater than the daylight 
illumination. In fact, during the last reading made, 
the average shows that the vertical illumination in 
the window was greater than the horizontal illumina- 
tion on the sidewalk. 

In connection with the daylight intensities regis- 
tered on the sidewalk, the high peaks average be- 
tween seven and nine thousand foot-candles for the 
various weeks, but readings as high as thirteen thou- 
sand foot-candles were obtained. The particular day 
on which this high intensity was found was cloudless, 
cool day without any haze or smoke apparent in the 
atmosphere. Having a large sky area, as well as the 
direct sunlight, this extremely high intensity could, 
therefore, be explained. The other extreme to this 
was on one day when at 1 o’clock there was an inten- 
sity in front of the window of one foot-candle of 
daylight. 
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While it was not the purpose of this test, as has 
been stated, to endeavor to eliminate daylight re- 
flections, observations were made with the various 
amounts of artificial light to determine their relation 
to the daylight reflections. It was found that with the 
hicher imtensities.a considerable portion of the re- 
flections directly in front of the merchandise were 
rejuced to an extent where-the merchandise itself 
stood out more prominently than the reflections of 
the buildings, or objects, across from the window. In 
an endeavor to show this, photographs were taken of 
the windows, which are shown in Figs. 1 and 2. 

One of the photographs shows the window with- 
out artificial light, and you will note the extreme 
daylight reflections of not only the building and trees, 
but persons on the sidewalk. In this connection, the 
checkers often had peculiar instances take place, such 
as men stopping to tie their ties, and women to adjust 
their: make-up, inasmuch as the window was appa- 
renty an excellent mirror. The other photograph was 
taken within a couple of minutes of the first, the 
highest intensity of illumination being turned on in 
the window. You will notice that the merchandise 
now stands out a little more pronounced and you will 
see that there are hats in the window which ‘were not 
at all visible without any light. Also, it is seen how 
the reflections of the persons on the sidewalk, in par- 
ticular, have been eradicated. 

It is the opinion of the authors that the results 
were not in the main due to this lessening of daylight 
reflections, but rather that there is another factor— 
that of the attractiveness of the display with artificial 
light—which has a greater bearing on its pulling 
power. 

When the new equipment was first installed, with- 
out taking any actual counts, the lighting was changed 
over rapidly from one intensity to another, in order 





Chart pra eater as values of daylight on the sidewalk and 
in window for the fourth week of test. 
to see what effect it had on those passing. As the 
anount of artificial light was increased, the speed of 
travel in front of the window was materially lessened, 
and when the jump between no artificial light and the 
(Continued on page 34) 








More striking window 
displays at little cost 


WInpvow displays more striking, more 
brilliant, more effective, are now possible 
through the use of Reed’s Crepe Papers. 
You never saw such deep, glowing, bril- 
liant colors in all your life as the new 
colors in these remarkable crepe papers. 
Any window decorator with even the 
slightest spark of imagination can take 
Reed’s Crepe Papers and lift his displays to 
new heights of beauty and attractiveness. 
There’s inspiration in every single fold. 


Reed’s Crepe Papers are tough, yet 
pliable. ‘They can be sewed like cloth or 
quickly pinned into any desired shape. Our 
free booklet, “Window Dressing Made 
Easy,” is a wonderful help. Just full of 
clever ideas that you can adapt to your 
use. Send for it today. Let our Window 
Trimming Service Bureau help you with 
your special problems. Its expert knowl- 
edge and experience are always at your 
service. C. A. Reed Company, Williams- 
port, Pa. 


epe. Papers 


Crepe Paper Favors 
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Win Sales With New Display Ideas 


Expert Displaymen Make Show Windows a Direct Selling Force 
by Artistic Presentation of- Merchandise to the Public 


By W. HANLY 
Display Manager, Lew Levi Company, Nanticoke, Pa. ° 


NLY those can win who are armed with 
knowledge and new ideas and have the 
courage to put these ideas to work for 
them. The value of window display ad- 
vertising has been more or less recognized at all times 
but retail merchants are now almost united in the opin- 
ion that their windows are their star salesmen. The 
day of the overcrowded window is almost over and be- 
fore very long will become one of the forgotten past. 

As repeatedly stated the buying public does not go 
window shopping just to see how much stock the mer- 
chant can pile in his window. It is realized that one 
garment properly displayed—that is, with correct light- 
ing and the details that surround the article—is worth 
a dozen poor displays. 





Overcrowded windows are more than confusing to 
the eye. Too many displays look as though they were 
trimmed with a step ladder or by a sixty-four-inch per- 
son with a, proportionate reach. Their motto is evi- 
dently, “Up to the ceiling you must go.” Windows can 
be made to produce results without putting the prospec- 
tive customers’ necks out of joint. The window should 
not be used for warehouse space and the idea of a win- 
dow overcrowded is a little bit of everything and very 
much of nothing. 

Good windows have proven the fact that they are 
capable of selling more merchandise than an ordinary 
force of sales clerks. Every man or woman who passes 
the store is a prospective customer, and their attention 
must be attracted with good ideas and effective show- 
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This Modern Store Front Is Effectively Handled by W. Hanly for Lew Levi Company 


ings. Any live retailer will agree that good displays 
produce far more business than newspaper advertising 
and the least expensive. They get the attention of the 
passerby, create a desire and actually sell goods. When 
properly handled the show window will make the cash 
register all over the store ring. 


Display work is a recognized profession and in order 
for the windows of a store to bring results the displays 
must be handled by an expert displayman. There was a 
time when the janitor or handy man could install the 
displays, but those days have long since passed. 


The windows must be taught to talk and to say: 
“This is the store you are looking for—there is no need 
to go further—we have just what you desire at the 
price you want to pay.” That is the language that will 
put any merchant on a par with his keenest competitor 
and make his windows measure up to the standards of 
the store. 


Arrangement and color scheme are two important 
factors in good window displays. The former should 
consist principally of units, a class of trimming that is 
most suitable for men’s wear stores. It is well known 
that unit groupings produce greater sales results. By 
actual test it has proven that eighty-seven per cent of 
the people are eyeminded and can be influenced to buy 
when the merchandise appeals to them, whether or not 
they actually need it. In working out the color scheme 
it is well to know that a good arrangement of spot and 
color lighting will transform many ordinary looking 
windows into powerful displays. 
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SOUTHERN SMILAX 
Extra fine quality. Very heavily 


sep $10.00 
Half size 


case 


GRASS MATS 
Extra fine quality. 
39” x 78”, each 


Per dozen 


Prepared Oak and Beech Foliage 
Green, brown, red. 
3 to 4 ft. long; per Ib 50c 
Per case, 
oy ge ates $20.00 


WHITE BIRCH BARK 
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Bale lots, about 
140 Ibs., at 


LARGE STOCK ALWAYS ON HAND. 
PROMPT ATTENTION AND QUICK 
DELIVERY GIVEN ALL ORDERS, 
LARGE OR SMALL. 


THE KERVAN COMPANY 


119 West 28th Street 


Better Displays 


The International Cutaw!l 
doubles your possibilities in 
window display and_store 
decoration. It gives full scope 
to your originality and artis- 
tic imagination. 


It provides a quick, easy and 
cheap method of cutting de- 
signs from wallboard, cloth, 
cardboard, paper or tissue. No 
design is too intricate. 


15 DAYS’ FREE TRIAL 





13 S. Throop Street, Chicago, Illinois 






THE INTERNATIONAL background, all done 

with a Cutawl by Mr. 
: g Ernest M. Fox, Display 
Manager for Kauf- 


Write us today for further details you to judge for yourself how ab- 
and ask us for our liberal 15-day  solutely indispensable the Cutawl is 3 
Free Trial Offer. This will enable in your work—and to your success. found anything so 


The International Register Co. to the display: profes 


New York City 








Note the artistic swing 
and beautiful decora- 





tive scroll work in the 


man’s, of Harrisburg, 
Pa. Mr. Fox says: “‘In 
my 23 years of display 
work I have never 


valuable as the Cutawl 
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sion. 
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UT in the Golden West a former “fixture 
boy” has clumb the rungs of window dis- 
play art and today occupies an executive 
position in a large concern. He is Ralph 
G. Hamer, display manager of Desmond’s, 

one of the country’s best known men’s and women’s 
specialty stores, at 616 Broadway, Los Angeles, Calif. 


In his chosen work Mr. Hamer has mixed world- 
wide study, romance and adventure, which have devel- 
oped him into a thorough and 
polished displayman. Few 
other men in the field today 
can match his diversified 
knowledge and experience. 
Card writer, display assist- 
ant, specialty man, soldier, 
student in color art at Paris, 
international traveler, lec- 
turer, musician and adver- 
tising man are among the 
numerous accomplishments 
Mr. Hamer has interspersed 
with his display work, some 
by necessity and others by 
choice. 

Mr. Hamer began his 
profession as illustrator in a 
small drug store at Los An- 
geles. “Later,” he says, “I 
was employed as card writer 
in a large department store, 
where I had my first taste of 
display work. Very soon I 
had shown sufficient apti- 
tude in window display to 
make it possible for me to 
spend all my time at this 
work. After a short time I 
developed a fondness for 
men’s wear and specialized in this line. In a few years 
I left the department store to handle windows for an 
exclusive men’s wear store. After three years at that 
place I came to Los Angeles, where, for a brief time, 
I handled special decorations for weddings, dances, 
parties and exclusive affairs. 


“In January, 1916, I came to work for Desmond’s, 
my present position, leaving to go to France during the 
World War. After the war I took advantage of my 
opportunity to continue my studies along artistic lines 
in Paris for a short time. After several months, which 
were spent traveling and broadening my experience, I 
returned to Desmond’s, where I have been ever since.” 

Because of his wide knowledge in color, art and 





Who They Are and What They Say 


No. 20—RALPH G. HAMER, Los Angeles 
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RALPH G. HAMER 
Display Manager, Desmond’s, Los Angeles, Cal. 
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window display, Mr. Hamer has been called upon to 
deliver a series of lectures among sales forces, schools 
and libraries. In this connection, he says: “I am bend- 
ing every effort to advance the cause of display, and 
feel that this can best be done’ by stressing the value of 
display, not only to the business man and merchant, but 
to the layman as well.” 


His experiences and practical way of handling the 
desk of display manager can be adopted to advan- 
tage by others in the profes- 
sion. “I have tried to apply 
the principles which govern 
sound business in the run- 
ning of our display depart- 
ment,” Mr. Hamer says. 
“T have charts which tell me 
at a glance how many dis- 
plays, window and interior, 
. were made by each depart- 
ment every year, how much 
each change costs, and re- 
sults obtained; also charts 
showing location of interior 
displays, department occupy- 
ing same, merchandise ob- 
tained in each display, to- 
gether with size, price and 
description,when last changed 
and by whom. I can also tell 
the number of displays made 
over any given period by 
each of my men. Some of 
these charts give surprising 
information at times. It has 
shown me how far wrong I 
could be in estimating the 
value of certain men. These 
charts are all arranged so that 
a colored check mark gives 
the proper information ; consequently, very little time is 
consumed in keeping these records up to date.” 

Besides his regular work, Mr Hamer is president 
of the Los Angeles Display Men’s Club and head of 
Desmond’s executive council, an association of depart- 
ment managers and officials of the store. 





SIMMER TAKES NEW TERRITORY 
Curtis Lighting, Inc., Chicago, Ill., announces the transfer 
of F. H. Simmer, resident engineer, from the Indiana terri- 
tory to the southwestern territory, to include the states of 
Texas and Oklahoma, with headquarters in the Republic Bank 
Building, Dallas, Texas. He succeeds G. K. Clement in this 
territory. 
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Display Clubs Need of Profession 


By J. M. MEYER, JR. 
President Oakland oo Club, and Display Supervisor, 
Western Auto Supply Co., Oakland, Cal. 


N every city, town and community the displaymen 

should get together and organize, not only for the 

social benefit of meeting one another and getting 

better acquainted with the members of their pro- 
fession, but also for an educational purpose. Many of the 
larger cities have display clubs, but they merely meet for the 
social part, have a little luncheon together, and shake hands— 
just a waste of time which could have been spent in a more 
profitable way. 

As the Chamber of Commerce is for the progress of a city, 
the display club should be of like benefit as regards the 
retail business of the community. No matter how small a 
town may be, if it has only a half dozen display men they 
can do more by organizing and cooperating with each other 
for the future progress of that community than any other civic 
organization. 

By giving their windows the same attention and attrac- 
tiveness that are given the windows of the larger cities, they 
can keep the retail business at home instead of letting it go 
to the bigger city; as is often the case where the people of 
the smaller town go to the bigger cities for their week-end 
shopping trips. More than likely the reason for these trips 
to the larger cities to purchase merchandise that could have 
been purchased at home is because the displays in the larger 
cities are more attractive than those in the small town, where 
perhaps the displays are given very little thought and are, 
therefore, ‘not properly displayed and will not attract the 
attention of the passerby. 

In the larger cities the display clubs could cooperate with 
other civic organizations, helping in community festivities, 
such as suggesting the proper decorations to use in deco- 
rating the city, tying window displays up with different civic 
events and encourage the people to do more window shop- 
ping by better displays. A club of this kind could meet 
once or twice a month or oftener in the evening. Every 
member of the club should be given his turn in telling the 
other displaymen how it is done, or give a talk on some 
important part of the work which he specializes in. 

Display advertising has advanced so rapidly’ that in the 
last few years banks are converting their empty window 
spaces into show windows; real estate offices are realizing 
the value of windows by making them attractive with photo- 
graphs ‘and miniature houses and buildings which they are 
dealing in. Several of the Eastern universities have begun 
to realize the importance of window display and are offer- 
ing coutses in this medium of advertising. The students are 
given lectures and demonstrations in the classroom and then 
make observations of the methods employed by different dis- 
playmen‘in their practical work. These students in time to 
come will lead the field in display work because they will be 
familiar with every branch of the work that goes to make 
up the display departments of an organization. 

So, unless the displaymen of today get together and edu- 
cate themselves in a profession that is going ahead faster 
than any other profession in the retail business, they will in 
the future be the assistants to the students graduating from 
these universities that are educating the displaymen of to- 
morrow. 

Pertaining to. the membership of these clubs, everybody 
connected with the display work should join, such as the 
show card writer, the artist, and others who handle any part 
of the construction of display material. Even the apprentice 
displayman should belong, because it would create in him 
more of an interest in the profession and result in more rapid 
advancement. 
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Here are the answers 
to a thousand and one 
window display ques- 
tions you have always 
wanted to ask— 


JUST OUT! 
The book displaymen 


have been waiting 
for— 


Taft’s 


Handbook 
Window Dicalio 


WILLIAM weLéon TAFT 
Editor, Retail Ledger 


, 5x8, Flexible Keratol Binding, 
428 pages, 207 illustrations. 
Price $5.00 postpaid. 


Here is the book you have been 
' waiting for—the first real working 
manual of window display practice— 
literally crammed from cover to cover 
with hundreds of sound, workable, 
proved-in-practice ideas, kinks, plans and 
methods for the practical display man. 
You’ll find yourself reaching instinctively 
for this new book a dozen times a day! It is 
THE one standard working manual for display 
men, merchants, advertising men and students. 


Just a Few of the Many 
Questions This New Book Answers 


—what will windows sell? 
—how can frosted windows be prevented? 
—how can windows be used to stimulate curiosity? 
- —how should windows of different types be lighted? 
—should the use of window and price cards be avoided? 
—what is an economical way of making Xmas candles? 
—how can motion be effectively added to a window display? 
—how can a store front or window be trade-marked? 
—should bargains or higher-priced goods be featured in windows? 
—what are the 12 most important points about a window display? 
These questions and hundreds more are completely answered 
and fully discussed in this new book. 


CHAPTER HEADINGS 
I. The Eyes (and More) XIII. Draperies. 


of the Store. XIV. The Use of Real and 

II. What Is a Window Artificial Flowers 
Worth? and Foliage. 

III. The 12 Most Important XV. The Window in Con- 
Points of a Window. nection with the 

IV. Classification of Win- Store Front. 
dow-Displays. XVI. Window with Rela- 

V. Tying the Window to tion to Store En- 
the News. trance. 

VI. The Effective Use of XVII. How the Window 
Dealer Helps Should Be Lighted. 


VII. The Value of ‘Motion. XVIII. The Effect of Light on 
VIII. The Use of Color in the the Sales Power of 
Windows. a Window. 
IX. The Use of Window XIX. The Lighting of Small 
and Price Cards. Store Windows and 
X. The Preparation of Win- Stores. : 
dow and Price Cards. XX. System in Connection 
XI. Window Backgrounds. with Window Work. 
XII. The Selection and Care XXI. How to Dress Prize- 
of Wax Figures and Winning Windows. 
Other Accessories. XXII. Interior Displays. 


McGraw-Hill Book Co., 370-7th Ave., New York 


FREE EXAMINATION COUPON 
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; McGraw-Hill Book Co., 370 Seventh Ave., New York. 7 
Send me my copy of Taft’s HANDBOOK OF WINDOW DIS- 8 
PLAY. I agree to return this book to you, postpaid, in ten days, a 
‘ or to send you $5.00 in full payment. - 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


(1) Remington Prize Window, Hoffman & Goodman, Richmond, Va.; (2) Milton Hartmann, Brager of Baltimore, Baltimore, 

Md.; (3) M. F. Hérshey, Stewart Dry Goods Company, Louisville, Ky.; (4) W. L. Stensgaard, Cc. W. Klemm, Inc., Blooming- 

ton, Ill, now of Stewart-Warner Corporation, Chicago; (5) Andrew Matzer, F. & R. Lazarus Company, Columbus, Ohio; (6) 

Fred A. Allen, Eakin & Combs Department Store, Manhattan, Kansas; (7) R. A. Corbin, Radin & Kamp, Inc., Fresno, Cal.; 
(8) °W.. Z, Coy, Miller, Rhoades & Swartz, Norfolk, Va. ; 
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SOO 


Cities of the United States 


CAN BE COVERED WITH 


WINDOW DISPLAYS 


THROUGH 


ONE AGENCY 


SAVES YOU TIME and EXPENSE, 
RELIEVES YOU of the ANNOYANCE 
of DETAIL and CORRESPONDENCE 


ALL DISPLAYS GO IN 


Write or wire for list of cities and other 
information 


Window Display 
Installation Bureau 


Executive Offices: 


22-23 Pickering Bldg. Cincinnati, Ohio 




















SHOW CARD 
WRITING 


By JOSEPH BERTRAM JOWITT 
This is the first and only practical book on show 
card writing written from the retailers’ angle. 
Mr. Jowitt, the author, is internationally known as 
an expert teacher and practical show card writer. 
This course is written in understandable language 
that either the clerk or proprietor can with but 
regular practice, master show card writing. 
Why pay for expensive interior or window display 
cards or price tickets? 
Why use poor show cards when this art is so close 
to your pocketbook? 


ONE HUNDRED AND FIFTY-ONE 
ILLUSTRATIONS 


Showing actual methods in their respective stages 
from the first stroke to the finished line. Giving 
examples of the finished cards. Telling material 
necessary—all that is needed to learn practical Show 
Card Writing. 


PRICE, $2.00, POSTPAID 
Cash With Order or Sent Parcel Post C. O. D. $2.10 
ORDER TODAY 


DRUG STORE MERCHANDISING 
Book Department . 


2058-2060 NORTH WESTERN AVE. 
CHICAGO, ILL. 








Artificial Light During Daylight 

(Continued from page 27) 
highest intensity was made, as was expressed by one 
of the observers, “it looked as if everyone put on the 
brakes and glanced into the window, picking up speed 
after passing.” If it had been possible, without error, 
to have made some notation of those who slowed 
down during the various intensities, as stated previ- 
ously in the paper, this tendency of slowing up would 
have made a much higher figure for the value of ar- 
tificial light versus none in the windows in the day- 
time. 

In figuring the cost of this window with the 
various amounts of artifificial light, the results are 
based on depreciation of the equipment, interest on 
the investment, lamp renewals, maintenance and cur- 
rent consumption. A column which was_ headed 
“Value of Window in Terms of Profit Per Day in 
Order to Make the Light Economical” is possibly a 
new way of placing this value upon a window. We 
are accustomed to planning out, first, what the mer- 
chant believes is the value of that window to him in 
profit for a certain specified time. Then we figure the 
cost of the installation and find the relation of this 
cost to the increase in the value of the window in 
terms of its greater attracting power. 

Looking at it in the reverse way, however, this 
reasoning may be followed: If it costs 90 cents per 
day to operate a window at a certain intensity, and 
if we have an increase of 4.6 per cent in the number 
of. persons who stopped with this light over no light, 
this value of 90 cents must be equivalent to 4.6 per 
cent of the total initial value of the window in order 
to have it a paying proposition for the merchant. On 
this basis his original window without light would 
have had to be worth in profit to him $19.60 per day. 
This figure is ridiculously small, as merchants will 
admit, for if one or two dresses were sold, the win- 
dow would pay for itself. From experience, however, 
a merchant knows that he may expect to have many 
more sales than this, due to his window, and, there- 
fore, the cost of 90 cents per day, having an increase 
of 4.6 per cent is certainly a paying proposition. 

Now let us see what was the cost of the highest 
intensity which was used per day, and what value the 
window would have to be without light in order to 
justify this expenditure to increase the stoppers 37 
per cent. The cost of this installation is $5.35 per 
day, and on this basis the window without light would 
have to be worth $14.40 in order to make the expendi- 
ture of the $5.35 a paying proposition. So, the value 
of the window without light could have been less when 
a higher intensity was used than was the case with the 
lowest intensity. Inasmuch as this investigation was 
made primarily keeping the merchants’ viewpoint in 
mind, it is felt that the merchant now has informa- 
tion on how he can increase his business materially 
for a small expenditure. 
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Figure 1—Window Shown Without Light 


It is believed that the test has shown conclusively 
that it is a paying proposition for merchants to em- 
ploy artificial light in their show windows in the 
daytime. The amount to be used is a matter which 
would have to be determined by experiment in indi- 
vidual cases, but inasmuch as the test did not reach 
an economic limit under what was considered to be 
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Figure 2—Window Shown With Light 


the worst possible conditions, a merchant should be 
able to take the figures and obtain approximately as 
equally good results. 

The owners are so thoroughly sold on the benefits 
which they obtained during our test period that they 
are now planning on installing similar equipment in 
all of their windows. 
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New Ideas in 
window decorating 


re 













“Decorating Windows 
with Crinkle Crepe” 


Price 25c Postpaid 



























Here is a book of ideas in window decorating 
that should interest and assist you, Mr. Dis- 
play Man. 


It is a book of practical suggestions for dis- 
play effects that are made possible by the use 
of Crinkle Crepe, the improved crepe paper. 


It has instructions and illustrations for making tub- 
ing, cup and petal flutings, panels, rosettes, fringes, 
crushes, valances and other effects. 


Illustrations and detailed explanations are given for 
each successive step in the development of twenty 
different types of window displays. 


This book is of assistance to the expert and in- 
valuable to the amateur. 


only 2Sc 
Send for it now! 


THE TUTTLE PRESS COMPANY, Appleton, Wisconsin. 


Gentlemen: Enclosed you will find 25c, for which please 
send me ‘“‘Decorating Windows with Crinkle Crepe.” 
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Practical Background Suggestions 
Artistic Display Settings Are Greatly Dependent Upon Attractive 
Though Simple Backgrounds Which Unify the Display 
By E. J. SHORT 
Window Display Specialist, Danville, Va. ir 
tn 
Ce 
Me 
I 
























































a 


Top—Suggestion for Gifts or Infants’ Wear. Bottom—Setting for Spring Wearables With Colored Glass Treatment 
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MOTHER'S 
DAY IS AN 
ANNUAL, 
VOLUNTARY 
TRIBUTE IN 
RECOGNITION 
OF THE 
GREAT SERV- 
ICE TO MAN- 
KIND WHICH 
SHE UNSTINT- 
INGLY REN- 
DERS. 


THEREFORE 
LET EACH OF 
US REMEM 
BER HER IN 
AN ACCEPT- 


| ce May9* 




















Illustration intended only to give general layout. 
Center panel gold-black letters. Pink 


tering and border. 


Order NOW—At Once— 


to assure receipt well in advance 
May 9th. 


RICHARDSON ILLUSTRATING COMPANY 


NEW YORK CITY 


of Mother’s Day, 


149 BROADWAY, 


An Exquisite MOTHER’S DAY 
DISPLAY CARD 














MOTHER 
IS EVER 
THOUGHTFUL 
OF OTHERS. 


SHOW YOUR 


MAKE THE 
DAY AN ESPE- 
CIALLY MEM- 
ORABLE ONE 
BY GIVING 
MOTHER A 
USEFUL GIFT. 


LET US SUG- 
GEST THE 
PROPER RE- 
MEMBRANCE 
FOR 


MOTHER 


RATER NA 














Color scheme as follows: 
and white carnations die cut at top. 
Mother picture deep brown and red. Two side wings deep blue gold let- 


Beautifully designed and printed in four 
colors and gold on 14-ply board; two side 
wing easel type; flat size, 21% inches by 
16 inches; die cut. Artistic enough for the 
finest retail store—suitable to every type of 
business. Not too large for counter or 
window use; printed on reverse side to 
carry out its artistic effect: 

a 


A Truly Remarkable 
Gift Reminder for 
Mother’s Day, May 9 


Price, 55.00 


10 per cent discount on six. 

15 per cent discount on twelve. 

20 per cent discount on larger quantities. 
Sent well packed in box. 


ALL CHARGES PREPAID. 


REMITTANCE MUST ACCOMPANY 
ORDER. 




















distinction, one little thing 


ere 


Add this final touch of — 


To top off your displays 
with a note of “class” and 


is needed. Small in size, but 
great in importance—A 
CAST BRONZE EASEL 
SIGN right down in front 
to catch and hold the eye. 


PERMANENTLY BEAUTIFUL 


—and we don’t mean maybe! 


Yes, everlastingly 


dignified and in perfect harmony with your displays. 
low in price when you consider their permanence. 
No other signs can yield equal display value at equally moderate cost. 


‘Free Catalog and Suggestions 


The best of all hand-made bronze signs, for entrances, be agg tne 
se the 


interiors, are illustrated in our catalog of Newman Bronze Signs. 


coupon to write for your copy of this booklet and our attractive prices. 
We will gladly suggest the style needed to display your trade name 


advantageously. 


Our suggestions are free of any charge or obligation. 





Pa te : 
| Credit Clothiers , 








Bulletins and Rails 


Because we specialize in the 
manufacture of bulletin boards and 
store directories with removable 
letters, brass railings and velour- 
covered ropes, we can quote you 
very attractive figures. Please in- 
dicate on the coupon whether you 
will consider the purchase of these 
items. 


Display Fixtures 
A new catalog of Newman Metal 
Display Fixtures will soon be ready 
to mail. It will pay you to reserve 
and wait for a copy of this valu- 
able booklet. 


beautiful—easily kept clean and bright—always 
And remarkably 


This Coupon Brings 
the Data to Your Desk 


MAIL ?¥T TODAY! 


4 a rates teeters same yam 


§ Send catalogs of Cl bronze signs, 
#1) bulletin boards, {7 railings and 
ropes, with special low prices. 


THE NEWMAN MFG.CO. ie, 


420 ELM ST., CINCINNATI, O. 


EST. 1882 | 


H Reserve one of your fixture cata- 
logs 1 
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iWith Color-Lite, $13. In- 
cluding 4 gelatines, one each, 
red, blue, green, amber. 
Portable base, $1 extra. 


For your special window Siseters just before Easter you should 
have “Pittsburgh” WINDO-SPOT with Color-Lite equipment. 
Write for free booklet—“Show Window Lighting.” 


PITTSBURGH REFLECTOR COMPANY 
403 Bowman Bidg., Third and Ross Sts., Pittsburgh, Pa. 


Pittsburoh” 


RE FLECTORS 
STAY BRIGHT 




















My 222: S 


OUR SPECIALTY 


Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
stock of silk plush. Write for 
price. 


KARL L. B. ROTH 


Manufacturer and Designer 
FINDLAY, OHIO 



































Display Managers Are Now Considering Their 
Holiday Windows 


If you will carefully study the Designs shown in our anteies: 
they will suggest to you good ideas—IDEAS that will enable 
you to create windows—the beautiful. Our catalog of Scrolls 
Shields, Heads, Rosettes, etc., contains several pages of the 
—e period characteristics. This catalog is free for the 
asking 


ORNAMENTAL PRODUCTS CO. 


740 14th Ave., Detroit, Mich. 
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Window Display Fertile Sales Field 


Manufacturers Are Finding a. New and Bigger Ficld 
for Sales Promotion in Dealer Display Cooperation 


By CUTHBERT C. GABEL 


Sales Promotion Dept., International Silver Company,, 
Meriden, Conn. 


INDOW, as well as store displays, are the actual 

points of contact with the ultimate consumer of 

advertised merchandise. The window display ficid 

should, consequently, receive serious and concei- 
trated attention on the part of the manufacturer of nationa/ly 
advertised goods. 

The consumer receives the first impression of a brand 
from advertising in magazines, the second impression from 
the manufacturer’s advantage, therefore to spend more 
ond impression the first effort would be fruitless. It is to 
the manufatcurer’s advantage, therefore, to spend more 
thought on displays than he has spent in the past. 


Consideration should be given to the fact that window 
and store displays provide a newer and less thoroughly 
covered field than national advertising. In the latter field 
competition for consumer attention, first with black and 
white pages and then with colored pages has become so 
keen that it is very difficult for one manufacturer to achieve 
a decided advertising advantage over a competitor. 


The manufacturer cultivating the newer field is con- 
fronted with two interesting problems in addition to the 
problem of originating displays which are effective and 
at the same time appropriate for the retailers whom he 
sells, in several entirely different lines of business. 


First, he must develop window display material which 
reiterates the selling messages featured in his advertising 
in order to enable all his dealers to get the greatest bene- 
fit from the advertising campaign itself. This material 
must impress upon the purchaser at the first glance the 
fact that the brand which she sees featured in the store 
in question is the same which she saw advertised, for in- 
stance, in the last issue of the Saturday Evening Post, 
Ladies’ Home Journal or Good Housekeeping. Then will 
the store be prominently identified in her mind with the 
brand which she is -interested in purchasing. 


The second problem of the manufacturer is an educa- 
tional one. He must awaken on the part of the dealer a 
greater appreciation of the immense value of window dis- 
plays, well arranged and well lighted by showing that these 
displays indicate to passersby and customers as well the 
progressive or backward character of the store. It goes 
without saying that attractively arranged displays of na- 
tionally known merchandise work both to the advantage 
of the dealer and the manufacturer. The prestige of one 
combined with the prestige of the other has a doubly 
strong selling power, which quickly crystallizes into sales 
the buying interest aroused by the advertising. 

The manufacturer must not only interest the dealer in 
displays in general, but he must also sell him on the advan- 
tage of using the particular display material offered. This 
material should make it possible for the dealer to closely 
key his own selling efforts: to the advertising campaign 
and enable him to derive the greatest possible benefit from 
the money which is being spent in arousing a nation-wide 
buying interest in a brand. 


In 1926, great progress will undoubtedly result from spe- 
cial effort on the part of many manufacturers of nationally 
advertised products; first, to supply window material which 
more closely reproduces the selling theme used in his ad- 
vertising; second, to educate dealers to see the sales effec- 
tiveness of this material and window displays in general. 
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Chicago Monthly Display Review 


(Continued from page 11) 





live in a manner that ancient monarchs would have 
envied, and the sooner retail merchants get over the 
old belief that so-called “working people” want trash, 
the better for them. These are the people who keep 
the big stores going. They are the people who buy 
most of the automobiles. With the spread of the in- 
stallment or budget plan of buying, the average low 
price of clothing and similar articles of apparel for 
both men and women is going to move up a few 


figures. 

F Hillman’s Department Store at State and Wash- 
ington is celebrating its twenty-seventh anniversary 
with a special sale and display of new goods. The 
windows are showing lots of goods with prices on 
each item. In the center of each window is a bank of 
ferns and palms, which add the festive atmosphere to 
the occasion. Pennant banners in green satin with 
gold letters, carrying the words “Hillman’s 27th Anni- 
versary Sale,” are hung in the background of the win- 
dows. The lower part of the banner has a six-inch 


gold fringe. 

At Marshall Field’s many of the State Street win- 
dows are closed in preliminary preparation for the 
spring opening. Some of them display interesting 
spring styles in women’s apparel and yard goods. The 
corner window at Randolph Street shows five plain 
forms displaying novel spring coats in plain shades 
of novelty weaves and one or two in brilliant color 


combinations. 

Further down on State Street is a window of green hats in 
small shapes and varying shades of green, green trimming, 
etc. The hats are shown on figure modeled stands with female 
heads, which made their appearance at the autumn opening 
displays last year. 

An interesting drape of piece goods appears in one of the 
windows. Two pieces of goods are draped in the window. 
One is in green and the other a peach shade. Lace and ap- 
plique border designs is the interesting feature of the fabrics 
in this window. The drapes are made as simply as possible 
to show the border design at its best. 

Charles A. Steven’s island window features an interesting 
display of styles and colors for early spring wear, greens and 
tans in the dull shades being dominant. Six wax figures wear 
spring frocks and hats in harmonizing combinations, while 
as many spring coats with light fur trim are displayed on 
stands draped to the floor of the window. Hats, bags and 
gloves are used to fill in.. Two giant amber floodlights cast a 
glow upon the trim that seems. to lend the atmosphere of 
sunshine. 

In the vestiblue windows there is a particularly interesting 
unit of gray kid shoes with silver gray silk hose, the hose 
being puffed in single rosettes and placed here and there in 
the trim. Just next to this is a unit of six green hats in 
several different shapes and with different trim,, but all of 
felt in a single pale shade of green. Further around and near 
the entrance to the store is a unit of silk lingerie and negli- 
gecs also carried out in shades of green. Whether it was in- 
tended to be or not, these units of green in the rear windows 
coinpliment the display of outer apparel shown in the large 
island window, which contains more green than tan. 

_ At Mandel’s the large tapestries mentioned in a previous 
issue of The DISPLAY "WORLD are serving the purpose of 
backgrounds for the large windows. Two of the State Street 
displays are showing black and navy taffeta dresses. The 
bl:ck dresses are trimmed with ivory lace, the navy frocks 
being trimmed sparingly with whité or bright colorings. Suit- 
abie hats are shown in each trim. 
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Twelve Distinctive Creations in New 
Designs of: Window Display Fixtures. 


“BUILT OF GENUINE WALNUT” 
In Plain, Decorated and Hand-Carved Styles. 


“FINISHED WITH LACQUER.” 


CARRIED IN STOCK FOR PROMPT 
SHIPMENT. 


IF INTERESTED IN EFFECTIVELY SOLVING YOUR 
DISPLAY FIXTURE PROBLEMS, WRITE FOR FULL 
PARTICULARS COVERING OUR COMPLETE LINES 


Quingy Show Case Works 


Quincy, Ill. U.S.A. 





Illustrated is a camouflage Window Box, filled with Geranium 
e 


Sprays, Begonia Piants dium Sprays and Ivy Vines. 
No. 2158, 38x24 inches, complete $6.50 


For ORIGINALITY and 
ARTISTRY 


Mother Nature still holds her own. Nothing is more 
appropriate for window or interior decorations than 
the beautiful products of her magic hand. 
Our line of artificial flowers, natural prepared palms, 
plants and trees, are perfect reproductions of Nature’s 
own, and embrace those items most suitable for deco- 
rative work. 
4 
Convince yourself by sending 
for free colored Catalogue No. 2 


FRANK NETSCHERT, Inc. 


61 Barclay St., New York, N. Y. 
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Display World 


Title Registered U. S. Patent Office. 
FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 
H. C. MENEFEE, President N. SILVERBLATT, Secretary 


OUR PLATFORM 
1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 

3. The Encouragement and Advancement of the Independent Displays Service Idea. 
4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 
Its Industry. 

5. Appreciation of Display by Merchants as the Most Powerful Factor in the 
Business of Selling. 

6. To Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
Display Field and Serve Best All Interests. 
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Success Longevity of life or business is won by 
Spelled in characfer and service. These giant sup- 
Longevity porters of success have been the posses- 


sions of great men and institutions down 
through the ages. They have formed the bulwarks 
against the rigors of financial distress and the vicissi- 
tudes of public opinion. 

This year many large interests over the country 
are enjoying ripe old ages in hearty and hale state of 
business affairs. 

One of these concerns is The Heywood-Wakefield 
Company, manufacturers of furniture, Boston, which 
is néw celebrating its century birthday. It was born 
in 1826 and has continued under the same firm name 
through its entire existence. Comparatively few other 
interests in America have reached this age. 

Th F. & R. Lazarus Company, large department 
store, Columbus, observed its seventy-fifth birthday 
on February 26. It is one of the oldest retail estab- 
lishments in the Buckeye State. 

The Jordan-Marsh Company, Boston, among the 
nation’s greatest department stores, celebrates its dia- 
mond anniversary this year. It has published a his- 
tory of its rise in the commercial world. 

An extensive founders’ display program has just 
been completed by The Ernst-Kern Company, Detroit. 
It is credited with forty-two years of successful mer- 
chandising in the “City of Automobiles.” The com- 
pany’s advertising campaign, which was tied up with 
its windows in many novel and attractive displays, has 
gained national attention. 

A quarter century of operation was recently ob- 
served by the United States Steel Corporation, the 
world’s largest industrial enterprise. The chief execu- 
tive, Judge Elbert H. Gary, has guided the destinies 
of this organization since its inception in 1901. He 
now has a property valuation of $2,500,000,000 under 
his direction. 


Manuscripts, photographs and all editorial material intended for publication should reach the publishers on or before the first of = 
the month of date of issue. All photographs reproduced become the property of the publishers. = 
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These are only a few of the many mighty-oak 
institutions in various cities of the country today, but 
the list suffices to show how companies are taking 
advantage of their acquired-by-experience-and-age 
business wisdom and using it to strengthen their ad- 
vertising programs. 

If testimonials were received from the heads of 
these several firms, we feel safe in saying that most of 
their statements would credit good displays as the 
chief medium for the success of their respective com- 
panies. Whether it has been from the retail window, 
show room or'convention hall, display has played an 
important part in the merchandising policies of these 
companies. 

Good displays have solved the marketing and 
economical problems of many companies. We believe 
they can do as much for you and your enterprise. 





More and “Let a live club help you,” says a 
Better Clubs prominent displayman, who has been 
in 1926 instrumental in organizing one. The 


perfection of a local club in every city 
of the United States, where there are enough persons 
in the profession to do so, should be the chief aim of 
displaymen in minus-club communities during 1926. 
It would be an important step made in the direction 
of developing the field and placing the practice on a 
higher standard. 

Such a move would also tend to ween away many 
display artists from kindred line advertising clubs 
which have their own work and problems to take care 
of, consequently, are giving only secondary considera- 
tion to window display art. As a result, the profes- 
sion in these unorganized cities is pushed into a back 
seat and the voice of displaymen is seldom heard. 

There are probably less than twenty-five active dis- 
play clubs in the country today. Ten times this num- 
ber would be only a fair start in this organization 
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work. Every city of 20,000 population and more 
should have a live-wire displaymen’s club. Members 
in such clubs should cooperate in their everyday 
work, exchange constructive ideas, hold council meet- 
ines and do everything possible to improve the value 
of display and the profession, as a whole. 

Several display clubs, which have been organized 
only a few years, have become commercial leaders in 
their respective communities. Besides their regular 
cooperative work, members of these healthy organiza- 
tions find time to take part in civic and general busi- 
ness activities, all of which lends prestige both to the 
profession and the concern with whom the member 
displayman is employed. 

We hope more clubs will win these laurels in 
1926. 





Let’s Hear More time is being devoted to the 
Displayology discussion of window display prac- 
at Conventions tice at retail merchants’ conventions 

this year than ever before. This is 
the report which comes from most every part of the 
country. 

State merchants’ associations and retail bodies 
have come to realize the importance of giving this 
subject more study instead of passing it up as a topic 
to be solved by each business man himself. 

Greater progress will be made in this field when 
every convention of commercial men gives sufficient 
thought to the changes and advancement being made 
in window display practice. 





Get Out of Imagination is power and no person 
Rut With can become great without it. This 
Imagination thought has been contributed by some 

of our best minds to give inspiration to 
all persons. 

Great imaginations have been the dynamos to ac- 
quire success for our noted inventors, writers, artists, 
and other people of distinction. Their mental lives 
have been energized by this strong attribute to do 
bigger and better things. And imagination is as neces- 
sary in display work as in good literature or medicine 
or art or any other human endeavor where the brain 
is made the principal instrument. 

Don’t wait for your full supply of practical ideas 
to run stale before you have brought your imagina- 
tion into play. But in the actual practice of window 
display no person should become confused as to how 
far his imagination can be profitably applied. Some 
calendar or community event, such as the first day of 
spring, St. Patrick’s Day, the anniversary of Paul 
Kevere’s famous ride, Easter Sunday, a baby show or 
civic activity, where these or similar occasions are 
used in display practice, should have an imaginative 
ilea behind it. 

Only a few facts are usually available on a given 
~ubject, and it is necessary for the displayman to 
spend his imagination, sometimes to the limit, so as 
‘0 dress his idea in the best style. If only the accepted 
laws of the practice were required to turn out what 
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may be termed good “displays,” a very small amount 
of imagination would possibly ever be used. 

Others, who are giving considerable time to 
modern display practice may be classed in the realm 
of visionaries, as is shown by some of their recent 
windows. These men are bringing to life a number 
of the old masterpieces of Stevenson, Shakespeare, 
Milton, et al. This is another way for wide-awake 
displaymen to use their imaginations. 

You should develop it, encourage it and use it. 
Imagination is the chief asset of the human brain. 





Quo You would not begin the erection of 
Vadis, a large building without first prepar- 
Displaymen? ing architectural plans by which you 

could be guided in the course of your 

activities. Neither can you start the 
display year right before you have first outlined some 
form of a working program, although it may only be 
a tentative one. 

With your yearly program well mapped out, be 
sure to get an annual budget from your company. 
This is your first important step. The rest of your 
time can be allotted to the formation of ideas and the 
planning of actual displays. 


Most of your monthly appropriations can usually 
be scheduled at the first part of the year. What you 
spent for display materials and window maintenance 
in 1925, plus your greater program planned for 1926, 
could form a fairly accurate basis on which to reckon 
your proposed expenditures during the current twelve 
months. 

This systematic way of working out your window 
problems would lessen future worries, save time in the 
performance of your duties and prepare you to avoid 
much trouble over questions of proposed expenditures 
not definitely authorized. 

Once adopted, you will never return to the old hit- 
and-miss method which is still being clumsily followed 
by many displaymen today. 





Betterment of Much has been said and considerable 
Distribution more will be said about the proper 
Problems methods for the efficient and effective 

distribution and installation of dis- 
plays helps before a definite policy will be accepted 
by the country’s national advertisers. In this trouble- 
some problem lurks the Messiah that will carry win- 
dow display advertising to far greater accomplish- 
ments in the field of advertising and merchandising. 
Most interesting has been the extensive development 
of the local display service idea, organizations of this 
kind now being available to national advertisers in all 
of the larger markets of the country. Many of them 
are being conducted on.a high business plane, guided 
by men of experience and character, and with a grow- 
ing list of satisfied clients. Several prominent adver- 
tisers have used this method of distribution during the 
past year successfully for the first time and it appears 
that continued improvement and expansion among 
display service firms will take place during 1926 and 
solve in a big way the vexing problem of distribution. 
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Albany Club Promotes Display Art 


A Sincere Spirit of Cooperation on the Part of Albany's Displaymen 
Results in Great Benefit to the Medium of Display 


By L. J. BELL 
President, Display Artists’ Club, Albany, Ore. 





One of the Occasional Get-Together Dinner Meetings of the Albany Display Artists’ Club. Shown in the Group, Reading 

From Left to Right Around the Table, Are: O. P. Romaine, Mrs. W. V. Merrill, W. V. Merrill, G. M. Krell, L. J. Bell, Presi- 

dent; P. E. Boylan, Bert Stevens, Max Dunham, Thomas Ferguson, Glenn Taylor, B. A. Newman, Vice-President; Mrs. New- 

man, Miss Ella Mead, Secretary-Treasurer; Mrs. Wilson, Mr. Wilson, Seth French, Mrs. French, Mrs. L. J. Conner, L. J. 
Connor, Mrs. O. Romaine. 


OQOPERATION and hard work have made 
the Display Artists’ Club, of Albany, Ore., 
the live organization it is today. Members 
of the association, which is one of the 
largest small-town clubs in the country, 

attest to this fact. 

It was organized primarily to promote better window 
displays, but has since extended its activities to civic 
circles and the betterment of the city’s general welfare. 

The results and enthusiasm shown by this club have 
placed Albany on the western map of window display 
art. Whatever the job might be, members of the organi- 
zation are always found willing to extend a helping 
hand, probably the best spirit a club can possess. 

B. A. Newman, vice-president of the club, is well 
known in the display field, having won several national 
and local awards within the last few years. He was 
winner of first prize, $100, in the national display con- 
test conducted by the Oregon City Woolen Mills. He 
was also among the first five prize winners in the adver- 
tising end of this competition. 

Due to the marked success of the Albany club, mer- 
chants of Salem, Ore., recently sent two members of 
the Salem Display and Advertising Club to Albany to 
study the program followed by displaymen there. ,The 


writer was extended an invitation to speak before the 
members of the Salem club on “Better Window Dis- 
play.” 

Members of the Albany club not shown in the group 
picture are: Paul Jones, Edwin Fortmiller, Buford 
Morris, Dave Leland, R. C. McDevitt, Russell Gott and 
Arthur Bemis. 





NEW ADATTRACTOR PERFECTED 


The Perry Adattractor Company, Meridian, Miss., have 
just perfected a new model of their patented motion display 
fixture that makes it adaptable for use under all condi- 
tions. It is so constructed that the mechanism is easily 
hidden from view and by attaching display fixtures to 
the revolving standard, an innumerable variety of effects 
can be obtained. The former chief objection to revolving 
displays has been their incongruity and discord with ar- 
tistic display practice, but the flexibiity of the new unit 
overcomes this problem. 





KRATZNER ENTERS WINDOW FIELD 


H. Kratzner, a talented Chicago artist, has ‘been doing 
some very fine scenic and pictorial work for several o! 
Chicago’s foremost displaymen. Background artistry of this 
caliber is sure to elevate the window standards and develop 
a greater appreciation of well-executed art on the part o! 
the public. 
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Community Events As Tie-ups 


Civic and Seasonal Activities Afford Good Ideas for 
_|ttractive Windows and Institutional Advertising 


By P. R. SWIFT 
Disvlay Manager, Patterson-Fletcher Co., Ft. Wayne, Ind. 


NE of the best ways I know to bring pres- 
tige to an organization which you repre- 
sent as display manager is to tie up with 
every available event on the calendar and 
activity in your community. This program 

or method of handling your windows usually gains 
the greatest amount of interest from people of your 
community. They begin to look upon you as a civic 
and social builder rather than only a merchandise seller. 
You demonstrate to them that you are a booster, an 
educator and promoter of public welfare. 

Ideas thus transmitted, although devoid of any mer- 
chandise selling effect, instill into prospective custom- 
ers a desire to visit your store. Once they come into 
your place of business it is up to the salesmen to change 
a visitor’s curiosity into buying action. 

You not only gain prestige and the confidence of 
the general public, but of the various civic organiza- 
tions, and, most of all, the local Chamber of Commerce, 
an association of men devoted to the upbuilding of a 
bigger and better city, consequently lending material 
aid to the progress of your own business. 

Many spring features can be tied up with seasonal 
effects and events. Many of these suggestions for dis- 
plays are considered on the regular calendar of a dis- 
playman, and usually govern the greater portion of his 
annual window trims. Naturally, there is a variation 
in corresponding periods of seasonal effects, but in the 
main the big idea is simply dressed over. 





This Distinctive Display of Evening Clothes by Mr. Swift 
Credited With Sale of Seventy-Five Suits 


Windows of March should be brighter and reflect 
the arrival of spring flowers and bright sunshine. To 
recite at random, I would say St. Patrick’s Day, which 
i reality is an ecclesiastical festival, could be the basis 
for an early spring window. March 21, the first day of 
s-ring; April 4, Easter Sunday; April 18, the 126th 
auniversaty of Paul Revere’s famous ride, are calendar 
¢-ents which can be profitably applied. It is now time 


(Continued on page 61) 
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TRADE MARK REG. 


Reflector 


No. 20 
$3.75 





Correctly designed—no won- 
der it produces ultra-light. 


No. 20 for 150 or 100 watt 
lamps, $3.75 


No. 25 for 200 watt lamp, 
$4.75 


Shade holder included gratis. 
Write us for complete data today! 


SUN-RAY LIGHTING PRODUCTS, Inc. 


119 LAFAYETTE ST. NEW YORK, N. Y. 











An Attractive Card 
Stand is Also 


Important 


A well-designed price card de- 
serves an attractive holder. 
Timberlake card stands are 
attractive and_ serviceable, 
made to stand hard usage. 
Durability is a strong feature. 
Reinforced at every point of 
strain assures rigid construc- 
tion. Finished in Gun Metal, 
Oxidized, Nickel and Statuary 
Bronze. Furnished with either 
flat or weighted base. The 
high quality and low price ap- 
se peals to every careful buyer. 


‘ Other Practical 


Wire Fixtures 


“T” Stands, adjustable and sta- 
tionary. Counter Stands, sev- 
eral styles. Millinery Stands. 
Piece Goods Stands. Shoe Dis- 
play Stands. 


Send for Catalog No. 35-B 
J. B. TIMBERLAKE & SONS 


JACKSON, MICHIGAN 
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With the Displaymen of New York 


Spring Displays Appear Amid the Icy Blasts of Winter— 
Draping on New Units Mark a New Trend in the Aft 


By HAZEL STEVENS 
New York Correspondent, The DISPLAY WORLD 


PRING blooms in New York windows, the 
more gaily for the contrast with bitter 
cold without and unwonted piles of snow 
that keep an army shoveling. The spring 
silks, chiffons, and other printed goods 

with their flower motifs, or, if not actual flower 
motifs, at least flower-like motifs as to color, are still 
striking the strongest note in all windows. A style in 
handling these is dominant. A new kind of fixture 
has made its appearance, probably for this very pur- 
pose; it consists of a wrought iron or wooden stand 
gracefully carved, with extended and adjustable arms 
of varying heights used as a base for draping the 
figured goods in graceful outlines. 

One of these stands at each side of the window 
and a high point at the back of the window have fur- 
nished the raison d’etre for curves, rosettings, straight 
folds, sweeping linés of all kinds, and blendings of 
two or more materials for more than one beautiful 
window of the month. 

James McCreery & Company, by the way, designed 
its own stands for displaying these silks, the work of 
Joseph Cummings Chase, display manager, whose idea 
was, he said, to keep away from the conventional. 
The stands are carved of wood, decorated to simulate 
gold leaf. The Cheney silk people, it seems, were the 
first to us these stands in wrought iron, and others, 
seeing their effectiveness, followed. 

New stands and accessories, it is reported by dis- 
play managers, are apt to be one of the blossomings 


of the spring. “The old has lost its novelty and we 
must keep looking for something new,” says Mir. 
Chase. The French figures in gold and silver, or at 
least with gold or silver hair, so popular through the 
winter, are said to be on the wane. Something equally 
as unusual may be looked for to take their place. 

However, one or two especially clever uses of these 
French figures need to be spoken of this month, One 
was the bust models used by Macy’s in their shallow 
windows to show scarfs. Being limited in placement 
by the necessity of using all the figures in a straight 
line, Mr. Eldredge got his whole effect by varying 
the gold and the silver and the character of the heads, 
aided, of course, by contrast in colors of scarfs. 

Wanamaker’s used life-size French figures in an 
inside display. A square of carpet in the middle ot 
their dress department was the set for three figures 
in unusually life-like standing poses, wearing street 
attire. The display had unusual “selling” value, both 
from its attractiveness and from its placement before 
the eyes of those coming to buy street frocks. 

The idea of inside department displays seems to 
be a favorite one with Wanamaker’s, and one which 
they are developing most effectively. Their display of 
silks, for instance, in their silk department, is almost, 
if not quite, as elaborate as the displays, in the win- 
dows. Figures and stands are used both high behind 
counters and on the floor level. This policy fits well 
with Wanamaker’s frescoed walls, telling their tales 
of the progress of industry, and with Wanamaker’s 





New Spring Window for Truly Warner Stores by Louis Silver, Display Manager, New York City 
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atmosphere of being a social center rather than just 
a place to buy. 

A tendency in all New York windows, not new, 
but becoming more and more marked, is the running 
of displays in series, carrying out the same general 
set in all windows on one side of the store, with just 
enough variation in each to make the main theme 
stand out afresh. 

(ne such series of the month was Lord & Taylor’s 
showing street clothes. The background in each case 
was a mural painting by Harvey Dunn, showing New 
York City at different periods of its historical de- 
velopment, beginning with the early settlement as 
“New Amsterdam,” following with the period when 
Lord & Taylor’s was begun and with the periods of 
its expansions, and reaching its climax in “The City 
of Today.” Thus, interest in the city’s history and 
general publicity for the store were tied up with the 
idea of selling street wear. 

B. Altman’s used a series to show primarily curtain 
goods and draperies to go with certain types of furni- 
ture. On the side facing south they began with very 
stately furnishings; a velvet rug was hung as back- 
ground; with lace curtains at the side across the rear 
corner of the window. A heavy carved table, carrying 
a handsome ornament, a lamp or a figure or a vase, 
emphasized the idea of luxury, as did also a single 
chair upholsteredin tapestry. Around the feet of the 
table and of the chair, and across the front of the win- 
dow, were carried billowing folds of drapery appro- 
priate to go with the other furnishings shown. This 
drapery was brought up also at the side of the cur- 
tain in the rear showing the two together. 


Along the Fifth Avenue side of the B. Altman win- 
dows the display was of reed furniture suitable for 
sun parlors; the drapery and the curtains were quite 
different in material, but the general arrangement of 
the windows was the same. 

A “kitchen series” at Macy’s was clever. The 
upper half of a huge wheel with extended spokes car- 
ried on each spoke an article for the kitchen similar 
to all the other articles in that particular window; 
that is, in one window all the articles were aluminum, 
in another they were all white enamel, in another all 
wood, etc. The color schemes were worked out thus: 
A red wheel with aluminum ; yellow wheel with white ; 
blue wheel with natural wood wear. 


Wanamaker’s, in a series showing dishes, used as 
background a coarse fish net embroidered in deep blue 
and rose. At either end, that is; on the side walls of 
the window, hung framed paintings of flowers in 
vases in rather high colors. The dishes themselves 
were displayed on three fixtures made up of glass 
shelves. Figured silk material in colors and designs 
to set off the patterns of the dishes was billowed 
around the feet of the fixtures and caught up into the 
shelves, tending to bring the whole display into a unit 
effect. The use of the high colors was particularly 
effective with a set of dead white dishes with just a 
slight touch of gold. 

“Twin” inside windows, one on either side of the 
entrance lobby, were effective at Franklin, Simon & 
(Continued on page 56) 
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ROSE or 
POPPY 


Flower 


Basket 


60” High 
Has 9 Bulbs 


Baskets 
Have Gold 


or Silver 
Finish 
Ideal for a 
EASTER, Eau 
MOTHER’S DAY and 
DECORATION DAY 


Special Price,$15 


Place Your Orders Now 
to Secure Prompt Delivery 


Prepared Carnations 
(Assorted Colors) 


FOR MOTHER’S DAY 
$16.00 PER GROSS 


ORDER NOW—PROMPT DELIVERY 


WE ALSO HAVE OTHER ILLUMINATED 
STANDS AND BASKETS, $3.75 UP 


A & K Plant Preserve Co., Inc. 


Factory and Showrooms 


123-125 West 20th Street, New York City 
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Responsible Display Services A vailable 


Careful Investigation by National Advertisers Will Disclose 
a Growing List of Responsible and Efficient Service Firms 


By JOHN S. SCARDEFIELD 
Grossman & Scardefield, Advertising, Pittsburgh, Pa. 


ATIONAL advertisers generally are greatly 
interested in the function and scope of 
display service organizations because they 
are convinced that window display adver- 
tising is putting over many successful 

sales and advertising campaigns.. The year 1925 
brought to light some very notable successes through 
the use of intensive window and store display 
~ methods. 

In the January issue of The DISPLAY WORLD 
the writer, in mentioning the various methods of dis- 
tribution of dealer help display materials, stated that 
there were a limited number of organized display 
services that did a combined display installation busi- 
ness during 1925 for national advertisers of over one 
million dollars. This fact is again brought to your 
attention. The existence of reputable and well- 
financed display services who are in position to render 
the best kind of display service for their clients in 
their respective territories is certain. On the other 
hand, there are the “mushroom” type of organizations, 
built up over night by some clever displayman, whose 
greatest cleverness is reflected in his pretty business 
cards and stationery. Immediately the national ad- 
vertiser is flooded with letters soliciting a display con- 
tract for the wonderful market existing in the par- 
ticular locality. 

The national advertiser is sorely in need of display 
service, wants it badly, and falls an easy prey to the 
operations of this type of organization. Then when 
the national advertiser finds out that he has been 
humbugged, he lets out a pitiful wail about those so- 
called irresponsible display services. He puts all dis- 
play service firms in the same category. They’re all 
undependable, irresponsible and inefficient. 

Listen to this one: A few months ago a certain 
“smart boy” who had graduated from the lowly rank 
of fixture boy with some department store, or perhaps 
had decorated a booth or two at a food show, got the 
brilliant idea that he was tired of working for some- 
one else and thereupon startled a haggard printer with 
an order for a complete line of stationery. He was 
now a business men, for wasn’t his name there in real 
type, “President?” Yes, he was all set to go, but for 
the need of a few clients. However, this was a trivial 
detail as you will see. In a nearby city was located a 
well-known national advertiser whose immense mills 
turned out a product that is known to every housewife 
the world over. 

The vice-president of this concern was approached, 
for he was also advertising manager and had direct 
supervision of all display material and its installation. 
Holding such a responsible position it can be said 
that he was efficient and wide-awake, and it happened 


that window displays were a sort of hobby with him. 

Before this dignified official stood our new display 
service expert, calmly and boldly, fortified with a pack 
of nerve and bag of gab. Really a hero to the cause 
of better display service practice, for didn’t he emerge 
from that magnificent office with a contract to install 
two thousand window displays for that company in 
one of the largest cities of the Middle West? 

When asked regarding competition in that par- 
ticular city, this prompt answer was given: ‘We have 
the only responsible service.” 

“And, of course, you have quite a few clients,” 
asked the vice-president. And our hero rapidly chirps 
the names of those national advertisers who were 
known users of window displays. 


It was a glorious day’s work for our young dis- 
play service operator and he returned back home with 
the formal contract and a bill of lading for 2,000 dis- 
plays, displays that had been carefully planned, that 
were effective and up to the general standard of cur- 
rent display material and that had cost a princely sum. 


What in God’s world this embryonic display serv- 
ice man was going to do with these displays upon 
their arrival is more than I can tell you. But it is 
just such kind of fellows who are casting ill repute 
upon the legitimate and dependable services which are 
honestly giving the advertiser a dollar-for-dollar 
service. 

To get back to the vice-president, the writer knows 
that he had a herculean task to get back his adver- 
tising material and there were no window displays in 
that city to tie-up with the company’s intensive cam- 
paign. It was an awful wallop for all interests con- 
cerned. 


Surely, the responsibility rests upon the broad 
shoulders of the vice-president because the display 
contract was given out without any investigation into 
the merits and ability of the display service man to 
execute the contract. 


This is just one case, of.course, but it is a flagrant 
one. Hereafter when display services are mentioned 
to this official he will fire with rage and describe the 
spot in purgatory where all display services should 
seek shelter. 


The live national advertiser is not condemning all 
display services for the pitiful results obtained from 
a few irresponsibles. There are a good many respon- 
sible services who have rendered admirable service 
and have been the means of any number of epochal 
merchandising campaigns. 

The dependable display services will bear the 
closest investigation and can offer testimony as to the 

(Continued on page 56) 
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Mark Hanna is now in charge of display work in southern 
California for the Hudnut line of toilet requisites and is 
doing some very excellent work for this company. 


a 





L. I. Dupuy, formerly part owner of the Draper-Dupuy 
Drug Store at Helena, Ark., an expert displayman who for- 
merly won many prizes in national display contests, has dis- 
posed of his drug business and has moved to Memphis, Tenn., 
where he has established a window display service and will 
specialize in the installation of displays for national adver- 


tisers. 





R. C. Rushlow, formerly manager of the Springfield Win- 
dow Display Service has discontinued his business, which in- 
cluded distributing of advertising matter, and has been suc- 
ceeded in Springfield, Mass., by Julius J. Paape, who has 
established the Paape Display Service, with headquarters and 
studios at 222 Connecticut Avenue. Mr. Paape has become 
associate of the Window Display Installation Bureau for 
Springfield and will feature intsallation of displays for na- 
tional advertisers. 





L. F. Haseltine, of the Allert Display Service, reports 
that his firm has just occupied new and larger quarters at 
111 North Avenue 64, Los Angeles. This service covers all 
of southern California with permanent representatives in 
each of six districts. Among the cities in which displays are 
installed for national advertisers through this service are: 
Los Angeles, Long Beach, San Pedro, Wilmington, Fullerton, 
Anaheim, Santa Ana, Orange, San Diego, Pomona, Riverside, 
San Bernadino, Glendale, Pasadena and Alhambra. 





Marquis and Whitney, successors to Pepin-Kendall-Mar- 
quis, with headquarters at 1401 Dexter Avenue, Seattle, 
Wash., report considerable activity in the national adver- 
tisers’ field, having just completed the installation of 350 win- 
dows for the Citrus Soap Power Company and 700 for Golden 
West coffee. The firm operates three service cars with 
trained displaymen and also conduct a stock checking system 
for the advertiser. 





J. “Phil” Philibert has formed a partnership with Fred M. 
Stewart, the new firm being known as the Modern Window 
Service & Advertising Bureau, in Montgomery, Ala. Mr. 
Stewart formerly conducted a service for national advertisers 
alone, but with the taking in of Mr. Philibert the service 
now extends to signs, show cards and sample distribution, in 
addition to the installation of window displays. Mr. Phili- 


bert was for the past two and one-half years display manager 
of the Alex Rice store in Montgomery, and is a well-known 
displayman of the South. Ea 





The Forkner Advertising Service, Anderson, Ind., is now 
organized to render a complete window display installation 
service throughout Madison, Grant and Howard counties in 
Indiana. S. R. Forkner will personally supervise this de- 
partment. as 





E. N. Epley and R. H. Black have established The Para- 
mount Window Display Advertising Service, Kansas City, 
Mo., with offices at 3218 East Fifteenth Street. Mr. Epley 
has been doing service work for several national advertisers 
during recent years and is experienced in installing displays, 
and, in addition, is well known to the drug and cigar trades. 





Many new and larger orders are reported to have been 
received by the Whitmer Display Service, which recently 
moved to quarters in the Ellastone Building at Cleveland, 
Ohio. This firm now has offices at Cleveland, Toledo, and 
Pittsburgh, Pa. 





“Within two days after the display windows were in,” 
writes Charles F. Jacobson, head of the New York City in- 
terest which bears his name, “the supply of Cavalier cravats 
was sold out.” The extract is from a letter written Walter 
A. Koch, director of Retlaw Visualizations. It is just an- 
other testimonial of what effective windows are doing in the 
merchandising field. ; 





A new line of display material is being manufactured 
and distributed by the Colorcraft Display Service, 2012 
Archer Avenue, Chicago. Their products include show cards, 
posters, cut-outs, backgrounds, side pieces and kindred ma- 
terials. 





Vernon H. Jones, formerly of Alton, Ill, who has been 
organizing a display service covering northern Illinois and 
southern Wisconsin, has completed the preliminaries and now 
has an established business, known as the Interstate Display 
Service, with headquarters at 534 Public Avenue, Beloit, Wis. 
He will cover Beloit, Januesville, Wis., and Freeport and 
Rockford, Ill. 





A. H. Popkins, well-known West Virginia displayman, has 
entered the display service field in Charleston, W. Va., re- 
(Continued on page 49) 
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Every Display- 
man should have | 
this Free Book. 


NEW FREE CATALOG 


“The Book That Will Save You Dollars” 


The most interesting catalog ever published. It’s 
full of interesting pictures of brushes and supplies for 
the card and sign writer. 


ADDRESS P. O. BOX 437W 


DICK BLICK CO. 


GALESBURG, ILL. Us 
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trations of 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
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DALLAS---FT. WORTH 


TEXAS————— 
PROSPERITY ZONE! 

Window displays installed by prize-winning window trimmers. 
Delivery Service, a _— a House-to-House 
HUGHES ADVERTISING SERVICE 
205 N.Ervay St. Floyd G. Hughes, Mgr. Dallas, Texas 





A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 


TUCSON, ARIZONA, AND VICINITY 


FRED J. CODD ADVERTISING SERVICE 
P. O. Box 1681, Tucson, Ariz. 


A complete Window Display Service for National 
Advertisers. House to house distributing. Personal 


PHILADELPHIA 


and surrounding points. 
Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND” Service. 
Associated with Window Display Installation Bureau. 
Installation Capacity 500 Displays per week 
For Further Information and Quotations Write t 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa, 
A 











WINDOW DISPLAYS INSTALLED 


DALLAS—FT. WORTH 


and all the small towns within one hundred miles of Dallas. 
We feature a FREE PICK UP SERVICE. Write 


PARKER’S ADVERTISING SERVICE 
1201 So. Ervay Street, Dallas, Texas, 


for particulars in regard the service we are offering our clients. 


BUFFALO 


350 Drug Store and 850 Grocery Store Windows 
Available. Consult 
E. Preston Browder, 


WINDO-CRAFT DISPLAY SERVICE 
35 North Division St. Buffalo, N. Y. 


JACK SHENKER’S DISPLAY DECORATIONS 
144 Duane St., New York City 
Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 
Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 











Complete Window Display Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.—Toledo, O. 


SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 
WHITMER DISPLAY SERVICE 
Ellastone Building Cleveland, Ohio 





PIONEER DISPLAY SERVICE 
FRED W. WEB 
INDIANAPOLIS, “IND. 


A complete merchandising service put on in conjunction, with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 


ness Bureau. 
Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 





LOS ANGELES 
LONG BEACH—HOLLY  WOOD—PASADENA 


A Complete Window Display and Merchandising Service 
for National Advertisers. 


9 e * e 
Stevenson’s Window Display Service 
OFFICE: 275 ORANGE AVE., LONG BEACH, CALIFORNIA 
Associated with Window Display Installation Bureau. 





NOVEL EASTER DECORATIONS 


Gate Panels, Scenic Cut-Outs, Scenic Paintings, Plas- 
tic Vases, Novel Plateaus, Artificial Flowers, Crystal 
Mirror Vases, Fancy Papers, etc. 


Art Window Display Company 


130 WEST BROADWAY, NEW YORK CITY 


ABEGGLEN’S DISPLAY SERVICE 
822 S. Weaver Avenue 
SPRINGFIELD, MO. 

A complete window display service for national 

advertisers. 


Associate of Window Display Installation Bureau 


ROCHESTER, MINNESOTA 
in the State With 10,000 Lakes 


Has the Window Service You Want 
The Oldest Service in the State 


Rochester Window Service 
802 Fourth Street, S. E. N. K. Markle, Director 


CINCINNATI 


Dayton Springfield Louisville 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 
WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau. 


ST. JOSEPH, MO. 
and Vicinity 


MEYER WINDOW SERVICE 
315 Schneider Bldg. 


Window displays delivered and installed for National 
Advertisers. Fine Show Cards for Displays. 


SEATTLE 


Complete window trimming campaigns in Seattle and outside 
territory from Bellingham to Olympia. Sketches furnished. Scenic 
Artist. Process Plant. Booths, Floats and Halls trimmed to order. 


MARQUIS & WHITNEY 


Office: 495 Douglas Bldg.—Elliott 6780 
Plant: 1401 Dexter Ave.—Garfield 8460 
SEATTLE, WASH. 


DETROIT 
GENERAL DISPLAY SERVICE CORPORATION 
9631 Prairie Ave. 
ALL SET FOR 1926. 
A complete Service for National Advertisers. Window 
Displays, Display Cards, Backgrounds, Designing and 
Painting. Write for Particulars. 























It Is Our Business to Help Your Business 


MERCHANT’S WINDOW DECORATING 
SYSTEM CO., Inc. 
375 Marlborough Road, Brooklyn, N. Y. 
Telephone: Buckminster 5010 J. G. Waters, Pres. 


Autos covering New York City, Brooklyn, Long Island, New 
York, and New Jersey suburbs surrounding Manhattan. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 












ALL OVER WEST VIRGINIA! 


Complete window display service for national adver- 
tisers by competent, intelligent displaymen; service and 
quality guaranteed. 


The Palette Advertising Service 
321 Wolk-Teitelbaum Bldg., Clarksburg, W. Va. 





J.D. WILLIAMS DISPLAY SERVICE 


Brooks Building, Jackson and Franklin 
CHICAGO 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 





ROCKFORD, aiatew Display Advertising 
ILL. . Sho’ Cards cE 
tebe serv! 

BELOIT, ¥ 
WIS. 


JANESVILLE, 
wIs. 





: : 
” = ” Vernon H. Jones, Mer. 








PHILADELPHIA and PIFTSBURGH 


Complete Display Service Throughout 
Pennsylvania, New Jersey, Maryland and Delaware 
For National Advertisers and Local Merchants. 


W. H. LINGENF ELTER 


5931 Windsor Ave., PHILADELPHIA, PA. 





A COMPLETE MERCHANDISING SERVICE IN 


PITTSBURGH—CLEVELAND 


GROSSMAN & SCARDEFIELD 
ADVERTISING 
Sales Detail—Trade Surveys 


Distribution of Advertising Materials 
Installation of Window Displays 


Diamond Bank Bldg. Established 1917 Pittsburgh, Pa. 





Place Your Window Displays in 
Eastern Indiana With 
FORKNER ADVERTISING SERVICE 
ANDERSON, IND. 


We Cover Anderson, Marion, Elwood, Muncie 
and New Castle 








(Continued from page 47) 

cently establishing the Charleston Window Display Service, 
with studios and offices at 710% State Street, opposite the 
Virginian Theatre. He is specializing in art panels, deco- 
rating, show cards, price tickets, posters, banners and the 
installation of window, displays for both local merchants 
and national advertisers. He reports a splendid start in his 
new work. 





One library is making use of its windows to further the 
idea of “Safety First.” This feature of human service was 
scored by Miss Helen N. Taylor, of the Fries Avenue School 
at Wilmington, Cal. 





The Superior Window and Decorating Service, Superior, 
Wis., has been organized to handle window displays for na- 
tional advertisers in northern Wisconsin. While the winter 
carnival was held at the head of the lakes, H. J. LaBree, 
manager, installed an interesting display for the South Su- 
perior Motor Company. A winter setting was used for the 
background, and an automobile with two figures in sport 
togs carried out the spirit of the carnival. This display 
created .considerable favorable comment and testifies to the 
ability of this service to effectively handle window installa- 
tions for national advertisers. 





Excelsior Window Trimming Service, of 103 West Four- 
teenth Street, New York, who operate a combination distribu- 
tion service for nationally advertised products and an efficient 


art-show-card department, recently completed a contract for 
the Standard Oil Company in New York City and environs, 
are now preparing for a number of big spring and early 
summer installation orders. This fast-growing firm com- 
prises M. Kugler, in charge of executive work and sales, and 
B. Sait, designer and artist, who are both practical men with 
invaluable experience as a background to complete almost 
any sized order placed with them. 





W. J. Culbertson, of the Des Moines Window Display 
Service, 304 Register and Tribune Building, Des Moines, 
Iowa, received the initial Kolynos denta] cream window dis- 
play campaign, for the year, beginning early in February, to 
tie up with a druggists’ convention and exposition being held 
in Des Moines. 





Paul Hamlin, formerly display manager for the Oppen- 
heimer-Alsop Company, Oskaloosa, Iowa, has opened a 
window display service in that city, and is in position to 
handle window display installations throughout southern 
Iowa. 





The Palette Advertising Service, Clarksburg, W. Va., 
has just been organized, being a partnership of Lew Levy 
and Monty Starr. The former was recently display and 
advertising manager for the Wolk-Teitelbaum Company, 
in that city. Window display service will be specialized in. 
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Glocolor Lamps Make 
Better Displays 


The country’s largest stores are 

using Rosco Glocolor. _Wana- 

maker’s, Gimbel’s, Bamberger’s, 

Abraham & Strauss and hundreds 
of others. Beautiful and exclusive colors 
and effects. Lamps can be dipped and dried 
in three minutes without current. Durable, 
do not fade. Use Rosco Colors. Order a 
few quart trial cans today. 


ROSCO LABORATORIES 
131 Third Place E—Brooklyn, N. Y. 


Try Rosco Gelatine Sheets 








Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples sent 
on request. 


Cleveland Decorative Works, Inc. 


1260 W. 9TH ST. CLEVELAND, O. 














"DouaL aaLE 


Daca SELL MORE. GOODS! 


Electric cost 3 cents per day—Capacity over 100 Ibs. 
Fully Guaranteed—Write Today, 


50V er 2% ELECTRIC WINDOW SALESMAN CO." Sccton  @ 











LOW AS 


LITHOGRAPHED LETTERHEADS 3:.257cn'm. 


WINDOW DISPLAYS, CUT-OUTS, ETC. 
LUTZ & SHEINKMAN, INC. 


2 DUANE STREET NEW YORK CITY 
WE CARRY “ART BLOTTERS” IN STOCK 








FINE ARTS PAPIER MACHE 
CORPORATION 


149-153 West 24th Street, New York City 
Chelsea 8190-8191 
Complete Display Service—Floats—Period Interiors 
Telegraphic Orders Promptly Executed—Sketches on Request 




















Wy Versatile “Sol’’ Fabrics 


for Every Display Purpose 


S. M. HEXTER & CO. 


Sole Owners 


CLEVELAND, OHIO 
New York Office: 1140 Broadway 
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KINNEA 


WINDOW SETTINGS 
19 East 15th St., New York City a eae 
SEND FOR CATALOGUE BACKGROUNDS 
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Many Display Devices Featured 


Edison Electric Sign Exhibit Emphasizes Big Year of 
Progress and Growing Importance of Display Field 


ANY marvelous and startling innovations in the 

world of electric signs were revealed at the elec- 

tric sign exhibit held at the new Edison Com- 

pany’s showrooms in New York City, February 
13-20. While many spectacular outdoor and store front elec- 
tric signs dominated the show, the rapidly growing field of 
window display ranked a close second in importance. This 
event, which was formerly mainly a local affair, has now 
reached an aspect of national importance. Visitors registered 
from all parts of the country. 


All previous records for number and quality of displays 
were eclipsed at this 1926 showing, while the number of local 
and national advertisers and the general public crowded the 
exhibition hall throughout the entire week. Besides the many 
contacts gained, actual orders were received running into 
good-sized figures. During the week the out-of-town visitors 
were entertained by the local sign constituency. 


Among the eye-riveting window display exhibits shown 
here were the following: Crown Coloring & Chemical Com- 
pany, lamp coloring material; Hartford Time Switch Com- 
pany, Perfection Slide & Picture Corporation, Willey Sign 
Company, Rainbow Disc Display Company, a gigantic and 
colorful illuminated kaleidoscope; Reflector & Illuminating 
Company, Mechanical Metal Stamping Company, window dis- 
plays; Punch-o-Graph Products, animated display machines; 
Animated Products, Inc., motion displays; Rainbow Electric 
Sign Company, revolving window signs; Salesmakers’ Cor- 
poration, Inc., changeable letter window signs; Tork Com- 
pany, time switches; Van Leer Products, Inc., changeable 
letter signs; Edison Lamp Works, incandescent lamps; B. L. 
Akins, Inc., changeable letter signs; E. G. Clarke, represent- 
ing Rawson & Evans’ line of illuminated window signs ; Color 
Animation Corp., color absorption signs; A. Burell, Inc., a 
mystifying window attraction; Instant Distributing Co.,, mo- 
tion display machines; Scene-in-Action Corporation, motion 
display signs; McSavaney Company, The DISPLAY 
WORLD, V. W. Sebastian, eastern representative in charge; 
Lighting Display Company, window flasher signs; Presto 
Products Company, thermostatic flashers; Standard Slide 
Corporation, Smith-Hecht Company, window specialties; 
Larson-Glass Sales Company, opal glass letters; Bray Screen 
Products Company, window motion pictures; David Goodwin 
Studio, window display signs; SIGNS OF THE TIMES, 
W. F. Irish, window lighting supplies; Ad-Sign Corporation, 
changeable letter signs; National & Local Advertising Ccm- 
pany, automatic display machines; Opalume Sign System, 
illuminated glass signs; Chester Mechanical Advertising 
Company, automatic display book; Lockwood & Alm-juist, 
Inc., time switches; Claude Neon Lights, Inc., R. W. Cramer 
Company, time switches; Spanjer Bros., revolving display 
tables; Dualite Electric Lamp Company, double filament 
bulbs; Westinghouse Lamp Company, lamps; General Elec- 
tric Company, lamps; I. P. Frink, Inc., reflectors and signs; 
Etched Window Display Signs, Viking Products Corporation, 
special window signs. 


The extent of the industrial showing of window display 
features was far beyond all expectations and proves the grow- 
ing demand for electrical window attractions of every de- 
scription. It can be truly said that the exhibit was highly 
educational and worthy of the closest inspection by every 
visitor. The success of the event, in fact, was very gratifying 
to the officials of the New York Edison Company. 





CHICAGO FASHION SHOW SUCCSESS 
Twenty thousand people are reported to have attended the 
semi-annual fashion show of the Chicago Women’s Apparel 
Manufacturers at Chicago early in February. Plans are be- 
ing made to hold a fourth semi-annual style show under the 
same auspices during the first week of August, when the fall 
buying season opens in the local market. 
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Celebrates Hundredth Anniversary 


Old Boston Institution Creates Novel Anniversary 
Display for Its Chicago Saesrooms 


By RAYMOND REED 
Adv. Mgr., Heywood-Wakefield Company, Boston, Mass. 


OMPARATIVELY few business concerns in Amer- 

ica have reached the age of one hundred years. 

That is why Heywood-Wakefield’s celebration this 

year of its centennial anniversary at Boston, Mass., 
is of more than ordinary interest. The company is soon to 
publish the story of “A Completed Century” the history of the 
concern from 1826 to the present day. This volume, containing 
144 pages, and including many illustrations, will be sent to 
Heywood-Wakefield dealers throughout the United States and 
Canada and to the stockholders of the company. 

At the January Furniture Market in Chicago, the com- 
pany’s large display rooms, which occupy the entire east end 
of the third floor of the American Furniture Market Building, 
were the scene of several interesting incidents in connection 
with the celebration of the centennial. In the entrance hall 
was placed a huge birthday cake, lighted with one hundred 
electric candles. The cake measured three and one-half feet 
in diameter and its topmost candle was some six feet above 
the floor. 





Five Thousand Edible Cakes Similar to the Huge Display 
Model Were Distributed to Dealers and Friends 


The cake was frosted and the frosting bore designs of 
the principal products of the corporation—reed and fibre 
chairs, cane and wood chairs, baby carriages, etc., as well as 
the inscription, “Heywood-Wakefield Company, One Hun- 
dredth Anniversary, 1826-1926.” This cake was not edible 
and could not be cut for the benefit of visitors, but, never- 
theless, two young girls, dressed in the quaint costumes of a 
century ago, distributed replicas of the big cake, which 
proved to be very toothsome morsels. These smaller cakes 
were distributed in boxes, also appropriately inscribed. The 
attractive young girls, with their smiling inquiry, “Won't 
you have a piece of our birthday cake? This is our one 
hundredth year in business,” made a big hit at the market, 
and over 5,000 cakes were distributed to dealers and their 
friends. 

Included in the company’s large display of its products 
were two “centennial suites,” each of which was sold at an 
even price of $100. : 

Undoubtedly these novel features have set a standard 
for other manufacturers to follow at future markets. Dealers 
Were quick to appreciate them, for they added much to the 
Visitors’ enjoyment of their stay in Chicago. 





NATIONAL CAMPAIGN FOR STAINED GLASS 

The George Hardy Payne Studios, Paterson, N. J., well- 
known manufacturers of stained glass for windows and 
decorative treatments, are conducting a national campaign 
for their products to develop a greater appreciation of the 
artistry and beauty of their creations. 
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Santa Claus 


SNOW 


will give to your holi- 
day windows the true 
spirit of Christmas. 


You will 





find Santa 
m™) Claus Snow adds wonder- 
fi fully to any holiday deco- 
H ration. It is made up of 
“a multitude of crystal 
clear flakes that glisten 
and sparkle brilliantly 
under any kind of light. 


Use Santa Claus Snow 
on all of your decorations 
and show cards. It costs 
little and is effective. 


You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U.S. MICA MFG. CO., "Forest Pare, ai.” 











S. GOLDBERG MFG. CO. 
DESIGNERS AND MANUFACTURERS OF 
Valances, Panels, Curtains, Display Novelties, etc. 


131 WEST 37TH STREET 
NEW YORK, N. Y. 


S. W. Cor. Sixth & Arch Sts. 
Philadelphia, Pa. 


141 South Wells St. 
Chicago, Ill. 











DISPLAY FIXTURES 
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Manufactured 


in Dallas 


by 
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Standard 


Fixture Co. 
707'2 Main St. 
Phone X 5703 


















































Commercial Printing 
= FORMS 

STATIONERY 
FOLDERS 

BOOKLETS 
CATALOGS 


Prompt service and reasonable prices com- 
bined with a strict adherence to customer’s 
requirements has won for us a satisfied 
clientele. May we serve you? 


The Peerless Printing Co. 
1209-11 Sycamore St. Cincinnati, Ohio 


—_ — 
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Colorful Show Cards Are Effective 


Bright Colors Can Be Used Effectively for Spring Display 
Cards Which Tune the Display to the Spirit of Spring 


By W. F. DODSON 
Display Manager, Woolf Brothers, Wichita, Kans. 


PRING and new styles prompt many ideas 
for bright and colorful show cards. This 
season gives one an opportunity to use 
plenty of yellow, light green, blues, pinks, 
and shades of purple. When spring colors 

are used, don’t try to overdo the artificial features 
of them and spoil the harmony of your whole product. 
~ But apply colors where they will be of the greatest 


value and give you an attractive piece of work. 

Of great importance in using colors on display 
cards is the quality of show card colors. Bright, 
opaque, well-covering colors of true hue are abso- 
lutely necessary to insure the beauty and effectivenss 
for even the best craftmanship. Prang’s tempera show 
card colors are admirably suited to this class of work, 

For instance, if you are going to use a spring 


A Masterful Set of Spring Cards by Frank Dodson, Woolf Brothers, Wichita, Kansas 
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Get all the facts about 


TRADE MARK REGUS PAT OFF 


BRUSHES avo SUPPLIES 


by obtaining a copy of Catalog No. 12. You'll quickly understand why “Perfect 
Then you will want to send an order. No Stroke” is the buy-word among so many 
matter how small, it will be welcomed by thousand Card Writers, Sign Painters and 
us, and your satisfaction will be guaranteed. Displaymen. 


126 TO130 ¢f,, DAYTON, 
E.THIRD ST. 3 OHIO. expense to you, of 
Supplies 


Che House of Partect Stroke” Brushes and Suppli 


satisfied with your 
new brushes — not 
only today—not only tomorrow—but 
six months or a year hence? Sure, IF you are 
working with the quality kind. Don’t take chances; 
you can't afford to, but you CAN afford the recognized’ 
standard, the kind that not only make good, but continue to! 





Going to be 














Ready For Your 
Name! 


There’s a “Perfect 
Stroke” Catalog—No. 
12—packed in an en- 
velope, stamped and 
ready for your name 
and _ address. In- 
struct us and we'll 
forward at once—no 





























Send for FREE Samples, or, 
better—a trial order. Then you'll 


KNOW that Quality is the reason. 


HURLOCK BROS. COMPANY 


Inc. 


3436-38 Market St.—3435-39 Ludlow St. 
PHILADELPHIA 











Just Off the Press J 


THE 


BLUE PRINT TEXTBOOK 
of Sign and Show Card Lettering 


BY 
CHARLES L. H. WAGNER 


Principal of the Wagner School of Sign Arts, Boston, and 
Educational Director, Associated Sign Crafts of N. A. 








An Up-to-Date Manual of Great Commercial and Educational 
Value. Essential to Vecational Schools, Sign Painters, Show 
Card Writers, Apprentices, Helpers, Students, Window Trim- 
mers, Artists, Designers, House and Automobile Painters, Out- 
door Advertising Artists, Commercial Artists, Store Proprietors 
and Clerks, Teachers of Drawing, etc. 

The BLUE PRINT TEXT-BOOK is invaluable to any one seek- 
ing knowledge in the sign arts. It contains seventy-two full- 
page plates of alphabets, and is replete with copy relative to 
the mechanics of sign and show-card writing. Gilding on wood 
and glass, pigment and color information featured in addition 
to lettering. 

The author has been teaching lettering for more than twenty 
years, and has embodied in this book ideas which have proved 
valuable in developing students into finished workmen. Hun- 
dreds of first-class craftsmen have learned lettering from the 
BLUE PRINT METHOD as —— in Mr. Wagner’s new 
TEXT-BOOK. Don’t delay. Order your copy at once. 


PRICE, $5.00 


SEND CHECK OR MONEY ORDER 


WAGNER SCHOOL OF SIGN ARTS 


‘Publishers 


147 COLUMBUS AVE. BOSTON, MASS. 
Agents Wanted—Write for Terms 
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We Need 
LOCAL REPRESENTATIVES 


Experienced window display 
men or window display serv- 
ices preferred. 


We offer a very attractive 
proposition based on our 


NEW CATALOG G 
Write for Information and Catalog 


Cincinnati Show Case & Display Fixture Works 
232-40 Main St. Cincinnati, Ohio 




















Window Dressing and 


Show Card Writing 


The quickest way to qualify for a well-paying position. 


Practical Individual Instruction. 
9 Regulation Size Windows— 


Fixtures and Materials for Displays. 
Our Special Combination Course Covers 


ALLBRANCHES GSO EASY TERMS 


Write or ‘Call at Once for Information 


CENTRAL INSTITUTE 
Of Window Dressing and Show Card Writing 


247 West 34th Street New York City 
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landscape or other scenic decorations, be sure to make 
your message stick out and do not allow it to be 
overpowered by too many artistic frills. Of course, 


Big Pro 


i Educational 
















this is the first fundamental in good show card writ. Ma 
ing, yet I don’t believe the thought can ever be re. 
peated too often. Chairman 


The five cards shown here are painted on black IG 











The Fountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 


= 





Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, CHICAGO 























Som Before Ordering a Valance, Write | 
Ps ef BRYAN’S, Louisville, Ky. 


For Rent stace.sernncs 


FOR STYLE SHOWS 
AMELIA GRAIN, PHILADELPHIA 


Established 1890 Absolutely Reliable Service 
CATALOG FOR THE ASKING 





d t give up a good display idea just because a little 
on problem you can not solve confronts you—get the 
answer from 


THE DISPLAY WORLD SERVICE BUREAU 


stock, 14x22. The shirt card is a simple landscape, Pr 
The sky is medium blue; moon, red-orange, and trees, : 
black. A few dots of turquoise-blue and underscored € 
: : entertainmen 
in lemon yellow. The border around the card is red mention a f 
violet. even the mo: 
The “$35 suit” card is an attractive spring land- This is t 
scape. You will note that the wording predominates, Mm ™?t °° Pre 
, 4 : tional progr: 
The sky is medium blue; trees in the background are before. Mo: 
in dark blue with a touch of black. To give the card MiB rest and f 
depth the large tree in the foreground is made emerald- HM advice be gi 
green, dotted with white and orange. In the fore. gj but men pie 
ground the colors are light blue and turquoise-blue, eon Pi 
yellow and lavender. The extreme bottom is purple. 9; the displ: 
The figures “$35” are white outlined in red-orange. It is the 


The letters are all in white, and the word “suits” is 
outlined in medium blue. 


The “Florida” gold card shows a combination of 
attractive colors. The odd-shaped panel is outlined in 
two shades of green. Its lettering is in white and 
underscored in red-violet. The poster flowers are 
lavender-orange, red-orange and turquoise-blue, out- 
lined in white. 


The spring card is a typical season landscape done 
in bright colors. The sky is. turquoise-blue with a 
touch of white. Trees in the background are turquoise- 
blue with a tint of black added; house, red-orange, 
and large trees are emerald-green dotted with white 
and orange. This gives you the effect of an apple tree 
in full bloom. The foreground is emerald-green; 
panel outlined in magenta, turquoise-blue ; wording in 
white underscored in green. The picture is outlined 
in blue. 

The “hat” card makes a strong and effective reader. 
The silhouette of the man is painted in neutral gray, 
outlined in white; wording is all in white with the 
exceptions of the figure 5, which is orange outlined 
with medium blue. The words “Hat” and “For 
Spring” are underscored. in emerald-green. 





SHARON CLUB HAS REGULAR PROGRAM 


A definite program of activities for the entire year of 
1926 has been outlined by the Sharon Association of Display- 
men, Sharon, Pa. Several manufacturers’ demonstrations 
have been booked for ‘the immediate future and a number 
of well-known displaymen have been engaged for instructive 
lectures. Secretary Fred A. McIntyre writes that plans are 
under way to secure exclusive club rooms for the organiza- 
tion. Thirty-five members of the club plan to attend the 
I. A. D. M. convention in June. 





EASTERN REPRESENTATIVE APPOINTED 


Ross-Cone Displays Inc., 17 West Forty-second Street, New 
York City, has been appointed eastern representative for the 
animated window and store display signs manufactured by 
The Scene-in-Action Displays Corporation, Chicago, Ill. This 
concern is very optimistic regarding the business outlook for 
1926. 
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Big Program Planned By I.A.D.M. 


sEducational Committee Asks Cooperation of Field to 


Make Chicago Convention Unusual Success 


By RAYMOND B. TWYMAN 
Chairman, Educational Program Committee, Chicago 


IG things are in the making by the Educational 

Program Committee for the 1926 convention of 

the International Association of Display Men, June 

14-17, Hotel Sherman, Chicago. Educational and 
entertainment activities have been suggested that even their 
mention a few years back would have thrown tremors into 
even the most optimistic. 

This is to be an extraordinary convention. We will at- 
tempt to present to the visiting display managers an educa- 
tional program that will be a stronger inspiration than ever 
before. More than ever will this convention be to your in- 
terest and for your aid. Not only will demonstrations and 
advice be given from men off Fifth Avenue and State Street, 
but men from Main Street as well. For, after all, we are all 
striving for one end, and in this regard we are all akin— 
working for the betterment and the raising of the standards 
of the display of merchandise. 

It is the desire of the educational committee to have a 
program that will surpass any in previous years. We are 
attempting to formulate a program that will be different in 
all respects, bearing in mind that it must be one full of 
vigor, vim and to the point. To surpass many of the other 
conventions we find lions in our path. There always is when 
one attempts something greater. But, as in the immortal 
allegory, as we draw nearer to the lions we shall find that 
they are chained. Every program presented seems impossible 
to surpass, but from the assurance that we have at the present 
time, even at this early date we are courageous enough to 
issue the above statements. Our committee is working to one 
end—to make this a super-educational program. 

Now, we cannot do this alone. This is not our conven- 
tion—it is yours and ours as well, and we must come forward 
and put our shoulder to the wheel and push. You have 
shown in the past that you are willing with help and sug- 
gestions—you have had imagination as to what you desire— 
now you have the opportunity to help build the greatest pro- 
gram that we have ever held. 

We of the committee have made this resolution: “To leave 
nothing undone and secure the best.” But we-need your help 
and assistance. If we may have it, and, coupled with our 
determination, can you doubt that to you and to me the 
twenty-ninth annual convention of the I. A. D. M. will bring 
fresh draughts of courage and resolutions? 

Will you give us your aid? It is so little to ask, but yet 
such a great assistance. It means little as to where you are 
from—you may be from the metropolis or you may be from 
a village. You know what you would like to see at this 
convention—what you would like to hear. It may be you are 
adept in some particular kind of display, regardless of the 
commodity, or, again, you may know of someone that you 
would like to see in action. If so, kindly advise us, because 
this is the only way we can improve ourselves and our efforts. 

We have all appreciated the interesting talks and demon- 

strations in the past, but what have you given out? The man 
who takes in never gets as much out of a convention as the 
man who gives out. The right attitude toward a convention, 
toward business and toward life, as a whole, is the generous 
one, . 
; Nothing is meant to be enjoyed by any one man alone. 
Neither power nor pleasure can bring satisfaction to anyone 
who is bent on keeping it to himself. Sharing is the key to 
“bigness.” 

Don’t wait—write us today what you want. And don’t 
shy away from a duty that you owe to yourself. Help us 
'o arrange demonstrations and displays for this conven- 
tion that will assist you to establish your progress for the 
future. Address your requests to Raymond B. Twyman, 
chairman of Educational Program Committee, 63 East Adams 
Street, Room 404, Chicago, IIl. 
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* Thirty Shades in 
High Quality 


Art Poster Board 


Highly Adapted for 
Speed in Both Pen 
and Brush Work 


Jend for Jample Folder 
cngstENT)) Brn 


Oeste - we announce the addition of 
our new SIARBURST LINE of Poster 
Boards in Six Stunning New Colors 


CHICAGO sox COMPANY 


666 W. WASHINGTON BLVD. CHICAGO 
Originators of New Colors and Finishes in Poster Boards - 


Learn to Make Show Cards 
---Quick Easy Way! 


COMPLETE, practical, sim- 

plified, home-study course 

quickly trains you to make 
clever, “business getting” show 
cards. No special ability needed. 
Store Owners—save money and 
boost your sales. Make your own 
attractive show cards. Clerks— 
every store needs original show 
cards. Double your pay. Busi- aie 
ness of your own. Earn big ™ iec* i 
money in spare time. Start Now. “@iinam 











Write for Special Offer and descriptive, illustrated Free Book to 


WASHINGTON SHOW CARD SCHOOL, Room 1403-D 
1115 15th Street, N. W., Washington, D. C. 





Is your Display Department properly equipped with a 
WOLD AIR BRUSH OUTFIT? Good tools are essential 
for good results. 


For 35 years we have made Air Brushes, and when better ones are 
made we will make them. 







eS THE WOLD AID BRUSH MrG.cU, | 






A Ask for information on the new Type 
mt “Master-F’—special brush for display 
work; also for catalog of “THE AIR BRUSHES 
WITH THE GOOD REPUTATION.” 


= THE WOLD AIR BRUSH MFG. CO. 
2173 N. California Ave. Dept. 4, CHICAGO 


“NUARTCHROME” 


Order your next background from us and specify 


“NUARTCHROME” FINISH 
Send for sample. 
Backgrounds, Units, Cut-Outs made to order. 


THE SCHLICHER STUDIOS 
32-34 N. Main St., Fond du Lac, Wis. 
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Announcement 


of 
Re-Organization 


@ Owing to the growth and 
expansion of our firm, a 
reorganization was made 
necessary. 


: @ Every shade and hue of the 
finest window display ma- 
terial will now be a feature 
of the new enterprise. 


@ All orders from now on 
will be given a standard of 
prompt attention, as recent 
delays in shipment were 
caused by this new forma- 
tion. 





Let Us Suggest for Immediate Needs 
For Easter Displays 


eed ee 


Silk Plush 


Lilac---Powder Blue 
Peach---Pistache---Lemon 


It will be our policy to keep 
in the forefront, and, as a 
test of our service, solicit a 
trial order. 


Write for “Color Cards” and quotations 


National Display Fabrics Co. 


7 West 3rd St., New York City 





“Display Fabrics of Highest Quality” 











March, 19% 


Display Services Available 


(Continued from page 46) 


satisfactory service they can give by referring yoy 
to clients whom they have served. 

It is to your great benefit to learn better the scope 
of service this better kind of display organization cap 
render. These organizations know their individual 
markets better than you do. Their men are well re- 
ceived by the trade. They are equipped to install your 
displays intelligently. They can secure for you a 
maximum coverage within a minimum space of time, 
And lastly, the display service can install your dis- 
plays on a more economical basis than could your 
own crews. This has been proven time and again. 

When it comes to advertising effectiveness and ar- 
tistic installation, the capable display service is sv- 
preme. They are constantly installing displays, em- 
ploy competent and experienced displaymen, and have 
developed methods that get results. To sum it up,a 
display service can put in better displays in less time, 
more economically, and more intelligently than can 
the advertisers’ own men. . 

True, the largest of our national advertisers might 
consider the organization of traveling advertising 
crews, but this involves so much detail and expense 
that even the largest display budgets would be de. 
pleted without the work satisfactorily accomplished. 
In other words, such a course is financially prohibi- 
tive. ; 

The larger markets of the country can easily be 
covered by responsible display services. The installa- 
tion of window displays is a relatively new business, 
but there are already men identified with it who are 
bringing order out of chaos, making it possible for 
you to harness this powerful and unsurpassed adver- 
tising medium. 

Window display today needs no champion. At 
comparatively little cost it goes to work, and tirelessly 
twenty-four hours a day keeps pounding your sales 
message at the point of sale, developing the “urge” 
that makes the passers buy. 


With the New York Displaymen 


(Continued from page 45) 


Company. In each case the huge fringed scarf hung 
as a background struck the note of the window;; to the 
right, the note was orchid and gold, and to the left 
the note was green. These notes were echoed in the 
color of a single gown in each window;; in one, acces- 
sories in the same color were shown on a tapestry 
chair, and in the other, on a small, round table. 

A “blue window” at Gimbel’s was effective. It 
showed blue hats, the new deep Chinese or French 
blue, on French heads. The color note was accet- 
tuated by a huge blue vase, around the base of which 
was swirled a blue scarf with widely trailing ends. 

A “one color” window was also done well at Best 
& Company. It was interpreted by a placarded “radio- 
gram,” which announced that all Paris was wearing 
red gowns for evening. Besides the red gowns, the 
only further content of the window was a framed pic: 
ture on the back wall showing red flowers. 
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Ethical Displays For Drug Store 


Pharmacy in This Day of Modern Drug Store Mer- 
chandising is Recalled by Educational Window Display 


By W. ERNEST DOCKER 
Commercial Art and Display Card Service, Alameda, Cal. 


HAT has become of the old-fashioned country store 
that used to sell everything ?” 

“Why, they’ve moved into town, Put on a hand- 

some front—and now they call themselves drug 









stores. 
public’s idea of the pharmacy business. 

The up-to-date drug store carries thousands of different 
items, including candy, cigars, Magazines, sometimes even 
coffee and sporting goods. The Prescription department has 
been pushed back to a small Space in the rear and the druggist 
himself is considered an ordinary merchant who hands out 
sugar pills as a side line. ° 





This 





Educational Drug Display Won the Public’s Favor 


The Pharmacy Week window of: Schaefer’s Pharmacy, Ala- 
meda, Cal., installed by Theo. Lyckberg, registered pharmacist, 
attracted much attention and brought favorable comment. 
The display revealed the mystery of what is done behind the 
Partition labeled “Prescriptions.” In the foreground were 


metric weights; also sample prescriptions, including pills, 
capsules, tablets, emulsions, magmas, ointments and powders. 

The background was formed by diplomas of the registered 
pharmacists employed, pharmaceutical] reference books (the 
five-foot shelf), prescription files and cards calling attention 
‘0 state requirements for registered Pharmacists, and explain- 
ing the purposes of the display. The symbol of pharmacy, a 
colored display bottle, had a Place of honor in one corner. 
“Very article and Process in the window was explained by 
small cards, 

The state certificates of registered pharmacists employed 
Y Us were pasted on the window to show that there are a 


the Proprietor), as seems to be the case with so many neigh- 

Orhood pharmacies, 
his window did not increase the sale of face powder, 
tte, but it did show the public that this is an ethical phar- 
macy where one’s Prescriptions will be filled with great care, 
and it has created in our community a greater respect for 
Tegistered pharmacists. 
illic i 
STEEL’S ADDING STORES 

President Walter M. Wilkins, of Steel’s Consolidated, 
NC, of Buffalo, N Y., has announcéd that three new stores 
Soon will be opened in its Canadian chain. 
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FOR MERCHANT ~ DISPLAYMEN —~ ADVERTISERS 


Service Bureau 


The DISPLAY WORLD Service Bureau will be 
glad to supply the latest authentic information about 


you. _ Avail yourself of our incomparable service 
facilities without cost or obligation. This Service in- 
cludes an analysis of any display problem. 


C) Air Brushes CL) Plaques (Window) 
Animated Signs Papier Mache 
Art Prints and Specialties 

eproductions C] Plastic and Composi- 

C) Artificial F lowers tion «Pieces 
Artificial Snow (] Plushes and Velours 
Art Screens rice Cards—Tickets 

CJ Art Studies CL) Price Ticket Holders 


C] Backgrounds Reflectors : 
CJ Background Coverings Revolving Display 
Books on Cardwriting Tables 


C) Books on Display C] Screens (Background) 
C) Books on Draping CL) Socks—Window 
Booths and Floats C] Show Cards 
Brushes and Pens L] Show Card Schools 
Cabinets—Revolving C] Show Card Service 
Card & Mat Board C] Show Card Supplies 
Cardwriters’ Materials CL] Show Cases 


Cash Carriers [] Show Case Lighting 


C] Chairs and Seats LC) Signs—Card Holders 
Color Lighting Signs—Brass and 
Counters and Shelving Bronze 


Crepe Papers 
Decorative Papers 
Decalcomania 

C] Display Furniture 
Display Forms 
Display Racks 
Dividers—Show 


C) Signs—Electric 

L) Signs—Wood Letter 
Stencil Outfits 

CL) Stock Posters 

C} Store Designing 
Store Fronts 
Time Switches 


Window C] Valances 
0) Drawings and C) Wall Board 
Paintings Wax Forms—Figures 


C) Wickerware 
Specialties 
Window Displays 


Drawing Boards 
C] Exhibit Displays 
CL) Fabrics and Trimmings 


ixtures Window Display 
Flags and Banners Service 
ammers—Window C] Window Drapes 


Lamp Coloring 
Lighting—Equipment 
Lithographed Displays 
Natural Foliage 
Pageants and Exhibits 


CL) Window Lighting 
L] Window Shades 


indow Trimming 
Schools 
C) Wood Carvings 


C] Do You Wish a Copy of Their Catalog? 
C} Do You Plan to Remodel Your Store Soon? 
CJ Do You Plan to Build a Store Soon? 


Name of Firm 





MAIL TO 


The DISPLAY WORLD 


CINCINNATI, OHIO 
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Illustrations Create Selling Appeal [¢:"* 


Show Cards Shoulder the Selling Task of Window Displays 


: : handi 
and When Illustrated Receive Greater Attention peers 


Funda 
By WM. SCHRYVER - ae 
Display Manager, The Quality Store, Ionia, Mich. ail in the 
the poster 
while, for 
best poste 
Well-b: 
for attrac 
with the 


IRECT merchandising value of window lettering craftsman of the first rank, but even medi- 
displays is greatly dependent upon their ocre ability with pen or brush will not prevent the 
show cards; in fact, most store managers execution of really effective and attractive show cards, 
consider the window display incomplete One of the greatest aids in meeting the needs of the 
without an appropriate descriptive mes- window display cards is their embellishment with 

sage, and it is, therefore, the duty of the display card timely and well-selected illustrations. 
to effectively perform this function. This is not as difficult as might be supposed, as 
The average store card writer is not, as a rule, a the advertisements of the leading national advertisers 
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A Group of Illustrated Show Cards by Wm. Schryver, Display Manager, The Quality Store, Ionia, Mich. Company, 
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in current periodicals are full of wonderful sugges- 
tions. If one is particularly skilled in pictorial art, 
it is not necessary to copy the original, merely using 
itas the basis with variations to suit the particular 
merchandise for which the card is made. 

Fundamentally, of course, the show card is a pos- 
ter, and as such its message must be grasped by the 
passerby at a glance. Therefore, avoid as much de- 
tail in the illustrations as possible. A close study of 
the poster boards in your city is particularly worth 
while, for there you find the work of the country’s 
best poster artists. 

Well-balanced layouts are another primary factor 
for attractive display cards, and I have found that 
with the use of illustrations it is much easier to pro- 
duce show cards that are distinctive in appearance 
and in harmony with the best designing practice. 

Care should be exercised, of course, that the let- 
tering is not overshadowed by the illustration, but I 
have experienced little or no trouble along this line. 
Always make the lettering large enough so that the 
onlooker can grasp both the illustration and the mes- 
sage at a single glance. 

The cards shown here proved unusually effective 
and created much favorable comment. Note that the 
layout, the style of illustration and the lettering differ 
radically on each card, so that a-variety and novelty 
is always maintained that in itslf has great value. To 
further increase the attractiveness and effectiveness 
of a series of cards, it is well to use different kinds 
of cardboard and varying color combinations. 

In my estimation the show card carries fully half 
of the responsibility for the success of any window 
display, and, therefore, cannot be neglected. Study 
your show cards, illustrate them wisely, keep them 
varied and interesting, and execute them carefully, 
and your show windows will always command atten- 
tion and create sales. 





NEW FIXTURE ANNOUNCED 
The Retail Service Company, of 25 West Forty-second 
Street, New York City, among a number of new display 
novelties have just brought out a new hosiery display fixture 
which is so built that it can be attached to any metal or 
wood T-stand. They also supply for individual stores a 
complete show card making outfit. 





W. D. A. A. CONVENTION IN OCTOBER 

The third annual convention of the Window Display Ad- 
vertising Association will be held in New York City, with 
headquarters at the Pennsylvania Hotel, October 5, 6 and 7, 
1926. Much attention is being given to the educational pro- 
gram and other features, and it will undoubtedly set a new 
standard for the study and discussion of window display 
problems and experiences. 





NEW INSTALLATIONS BY ONLI-WA 

No fixture put on the market in a long time has attracted 
the wide attention enjoyed by the design No. 2500, as pro- 
duced by The Onli-Wa Fixture Company, Dayton, Ohio. 
Althougth introduced only at the first of the year, many 
sales are reported and a number of installations in repre- 
sentative stores. Among those to be mentioned are: The 
Alex Loeb Company, Inc., Meridian, Miss., which is building 
the largest exclusive men’s wear store in the South, with 
over 100,000 square feet of floor space and 100 square feet 
of window space; Bell’s Bootery, Nashville, Tenn., remodel- 
ing and adding more space to their store, and Hann Shoe 
Company, Birmingham, Ala. 














A COMMERCIAL 
FIXTURE 


Consisting of 15” Shade 

(white enamel reflecting 

surface), Globe, Chain, 

Canopy and Wiring, com- 
plete 


$3.75 


We manyfacture reflectors 
for every purpose. Show- 
case and window refiect- 
ors, flood-lighting, picture 
and art gallery lighting. 


Sunlight Reflector 


Co., Inc. 
Establ. 1898. 


226-228 Pacific Street 
Brooklyn, N. Y. 





























WE MANUFACTURE 


ALANCES and DRAPERIES 


THAT 
MAKE YOUR WINDOW ATTRACTIVE 
and HELP TO BUILD YOUR BUSINESS 


Excellent Advertising is Obtained by Having 
Your Firm Name Woven Into the Design. 


We Can Refer You to Some of 
the Best Stores in the Country. 


WRITE FOR SAMPLES 


CROWN CURTAIN CoO. 


81 FOURTH AVE. NEW YORK CITY 














VAS 2 
“Bekard’”’ Compo : 
No. 583—Prize Vase 


Height, 18 Inches 
One of Many Designs. 

















Prices on Application. 


Silvestri Art Manufacturing Co. 
1035 Orleans Street Chicago, Ill. 





> 
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Rubber Covered and Wire 
Easels or Stands 


Fruit Set Racks, Brass Plate 
Hangers, Punch Bowl Hooks, etc., 
for DISPLAYING Plates, Bowls, 
Pocket Books, Boxes, Pictures, 
etc. Manufactured by For Plates For Bowls 


M. FINKELSTEIN, 570-572 Grand St., New York City 


TELEPHONE: ORCHARD 9347 














NOTICE 


The monthly demand for The DISPLAY WORLD 
is growing far in excess of the supply. Make sure 
of getting YOUR copy every month! Send in your 
subscription order NOW. Only $2.00 for a full year. 


THE DISPLAY WORLD, Cincinnati, Ohio 
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Hugh Henry, well known in the display field, is now with 
the Parker-Bridget Company, Washington, D. C. He was 
formerly with Brett’s, Altoona, Pa. 





Willard Fellman, displayman and advertising representa- 
live for Newmark Brothers, Los Angeles, Cal., reports an 
entirely new method for installing their model window trims 
for Newmark’s coffee. . 





Charles Mayne is credited with the remarkable success 
of the Haas-Baruch Company, Los Angeles, Cal., in the dis- 
tribution of its products. He heads the advertising and win- 
dow display department. 





C. E. Gillingwater, formerly with Famous-Barr, St. Louis, 
Mo., is now display manager for the Wurlitzer Music Com- 
pany, Los Angeles, Cal. 





P. G. Juer is back again in the profession as display man- 
ager for William Fisher Company, Los Angeles, Cal. He 
was formerly with Reich & Lievre, San Francisco, Cal. 





R. O. Fahey, formerly of Thompson-Parmalee Display 
Service, is now in charge of the advertising and display 
department of the A. W. Watson Company Department Store, 
Inglewood, Cal. 





Max Fiedler, formerly with the Kaufman Department 
Store, Pittsburgh, Pa., is now displayman for the Brown- 
Israel Company, Los Angeles, Cal. 





Charles A. Whittle has been engaged as displayman by 
Jacob Rose & Sons, Marquette, Mich. He was with R. S. 
Fox, Pontiac, IIl. 





Sears, Roebuck & Company are now located in their store 
building at Dallas, Texas, with T. F. Marlan in charge of 
the window display department. 





E. R. Barry, formerly display man for the Western Auto 
Supply Company, is now in charge of display department 
for Clark’s Dollar Store, Los Angeles, Cal. 





H. A. Bell, formerly with Bullock’s, is now first assistant 
to H. W. Menard, display manager for the Broadway Depart- 
ment Store, Los Angeles, Cal. 





Donald Springer, formerly display manager for Victor 
Bros., St. Marys, Ohio, is now located with the Porter Cloth- 
ing Company, Birmingham, Ala. 





C. H. Diston, formerly display manager for W. B. Wilson 
& Son, Inc., Cape Charles, Va., has assumed charge of the 
display department for the Berney-Block Company, Altoona. 
Pennsylvania. 





Paul Pinney, doing dealer display work for Del Monte 
canned goods, has just returned to Los Angeles after an 
extended campaign in the Northwest. He will cover Los 
Angeles for this concern for the present. 





H. C. MacDonald, formerly with Murray Kay Company, 
Toronto, Canada, is now located with Newcomb-Endicott 
Company, Detroit, Mich., as display manager. 





M. R. Depew, formerly of Kansas City, Mo., is now lo- 
cated with the Ferguson Furniture Company, Coffeyville, 
Kansas. 
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An eight and one-half pound baby girl was born to Mr. 
and Mrs. S. C. Rieser, St. Louis, Mo., on February 1}, 
Mother and babe are doing fine. Mr. Rieser is director of 
displays for the Laclede Gas Light Company. 

Morris L. Black, display manager for the Strouss-Hirsh- 
berg Company, Youngstown, Ohio, is manager of the or- 
chestra which furnished the music for the interesting S¢, 
Valentine’s dance given for the store’s employes. Mr. Black 
handles the drums and is quite an artist. 





The New England Display Company, 77 Bedford Street, 
Boston, Mass., is now operating a complete window display 
service for local merchants and national advertisers under 
the management of M. E. Morrill. 





James Cluxton, who has been with Hartzell Brothers, 
Youngstown, Ohio, for several years as display manager, 
has resigned to follow this work on the Pacific Coast. 





J. M. Meyer, Jr., display manager for the Western Auto 
Supply Company, Oakland, Cal., has left the display field 
temporarily to become identified with the technical and pro- 
duction department of the Warner Bros. motion picture stu- 
dios, Hollywood, Cal. Besides winning honorable mention in 
the recent DISPLAY WORLD merchandising display con- 
test, Mr. Meyer was awarded second prize of $100 in the 
National Glove Merchandising Contest, and fourth place in 
the Automotive Merchandising National Contest. With such 
a background and fortified with the marvelous construction 
work in the: motion picture field, Mr. Meyer is destined to be 
heard from later in the display field, which still holds his 
first allegiance. 





Thompson & Parmley, 1125 Sentons Street, Los Angeles, 
Cal., have just completed a window display contract for 
Pond’s cold cream and are now engaged on a display cam- 
paign for M. J. B. coffee. 





Because of the large volume of display installation busi- 
ness they have been successful in securing thus far this year, 
W. H. Lingenfelter Window Display Service, 5931 Windsor 
Avenue, Philadelphia, Pa., express their sincere belief that 
1926 holds much more in store for display service firms in 
general than any previous year. 

For the past four years this concern has been handling dis- 
plays throughout the State of Pennsylvania for Forhan’s and 
Packer’s shampoo and soap. Other accounts using this serv- 
ice include Dr. Scholl’s Foot Remedies, Pine Brothers Rem, 
Glycerine Tablets, Sergeant’s Dog Remedies, Zonite, Griffin's 
Shoe Dressings, Lysol, Pebeco, McCoy’s Cod Liver Oil Tab- 
lets, Odol, Feen-a-Mint, Radio-Pack and Amberol Shampoo. 

Lingenfelter Service covers all points in Pennsylvania, 
New Jersey, Maryland and Delaware, and, where conditions 
warrant, special campaigns are conducted at other points, 
such as Buffalo, Rochester, etc. 





The products handled for display by the MacLeod Wit- 
dow Display Service, New York City, comprise a variety of 
merchandise, from the tiny powder puff to the most impos 
ing grand piano. Their displays for the Hardman-Peck 
Piano Company have created much interest, being beautifully 
executed, even to the smallest detail. Manufacturers of all 
products are gradually but surely learning that the best way 
to sell a good article is to display it. 
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Community Events As Tie-ups 
(Continued from page 43) 


to think of Mark Twain’s “Barefoot Boy,” fishing, 
baseball, April showers, the first robins, the old swim- 
ming hole, straw “‘kellies” and other spring portenders. 

In this connection, I might mention what we have 
done in the past with feature tie-ups. Last Mothers’ 
Day we placed in our best window, the one which is 
viewed by the greatest number of people, a large paint- 
ing of “The Young Mother” (mother and child watch- 
ing hen and chicks eating). This picture was twenty- 
eight by forty-four inches, done in a large frame and 
placed at the right side of the window. On the right 
were palms and ferns surrounding a beautiful bouquet 
of pink carnations. In the center of these was an ap- 
propriate card carefully lettered : “The Young Mother.” 
Colored lights were used to give the display the proper 
effect. It caused no end of favorable comment. 

During the dedication of the Shrine Temple in our 
city we installed a large scenic painting of the hot sands 
of Arabia, with the city of Mecca indicated in the dis- 
tance. A large cut-out of a camel and rider was placed 
in the background upon real sand. A tuxedo suit and 
related accessories were placed at each side of the win- 
dow, which was spotted with colored lights. At one 
side a show card read: “Clothes After Six.” This 
window did its share in helping us sell seventy-five 
tuxedo suits within less than two weeks’ time. 

Another window which caused a great deal of inter- 
est was one. boosting the annual automobile show at Ft. 
Wayne. A center panel of plain white oilcloth bounded 
by pleated black oilcloth at either side formed the back- 
ground. On the left, in front of the black panel, was 
placed a high vase holding a spray of silver oak leaves. 
At the right, in front of the other black panel, was hung 
acircular plaque of a huge lion’s head done in silver. 
In front of the white panel, a silhouette of a traffic 
oficer, with his hand on a semaphore stopping an ap- 
proaching car, stood in relief. To the right of the win- 
dow was placed a large automobile tire mounted on a 
disk wheel, which was kept in motion. To the left of 
the center of the display was a big show card encased 
ina silver frame that carried a message of the current 
event. 

In’such manner we grasp every opportunity to tie 
up with any special event, and the space thus used in 
our windows pays us well in many ways. 





CINCINNATI SALES BOOSTED BY MEET 


Spring sales in Cincinnati were boosted by the semi- 
annual convention of the United Retail Merchants’ Associa- 
tion held at the Gibson Hotel, February 8-10. The aggregate 
of wholesale purchases, prompted largely by this event, were 
estimated to have exceeded $3,000,000. Several hundred mer- 
chants from Kentucky, West Virginia, Tennessee, Indiana, 
Illinois, Ohio, Alabama, northern Mississippi and the Caro- 
linas were in attendance. Display practice was given an im- 
Portant part on the convention program. Lawrence O. Gor- 
don spoke on “Window and Merchandise Display.” 





ENTERS LIGHTING FIELD 

Efficient Stage Lighting Company have recently opened 

4 new enterprise at 122 Fifth Avenue, New York City, to 
fll the growing demand for window display reflectors and 
spotlights, under the management of Edward Ebert. 
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PREPARE FOR MOTHER’S DAY, MAY 9th 





MOTHER’S DAY 
IN FULL COLORS 
Price, $10, List 
$31,. Framed 
| Quantity Discount 
We also have other Mother’s Day pictures. 


IDEAL FOR WINDOW DISPLAY 


Information on other subjects suitable for unique and 
attractive window displays will be sent on request. 


RUDOLF LESCH 
FINE ARTS 
225 FIFTH AVE. NEW YORK CITY 
Publishers of Finer Pictures. 


Size, 2214” x 26” 




















Will You Help Preach the 
Gospel of Window Display? 





It requires no effort on your part; merely your desire 
to aid in enlarging and developing this wonderful me- 
dium of advertising and merchandising. 


Simply order a set of the slogan cuts—only $1.00 for 
a set of two sizes—less than their regular cost—and 
use them on your advertising literature, stationery, etc. 
It affords an effective and dignified means for the con- 
centrated tie-up of all manufacturers and concerns 
catering to the display field. 


This slogan and emblem is the result of the realization 
of the publishers of The DISPLAY WORLD that the 
interests of the entire display field can best be ex- 
ploited and promoted by a national unity, as can only 
be done by means of a slogan or emblem of this type. 


Order Your Set of Electrotypes Today! 
Price $1.00 Postpaid 


The DISPLAY WORLD, Cincinnati, O. 
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OVER 225 ILLUSTRATIONS 
236 PAGES 


Manuel Rosenberg, well-known cartoonist and illustrator, wrote 
this book. There is nothing in the world of practical art which covers 
so wide a field of illustration and design in a single volume at so 
popular a price. 


PRACTICAL ART is a complete, illustrated manual, a ready, 
authentic guide for the creation of an emergency illustration, be it 
a human figure, a scenic sketch, a cartoon, an animal, a hand, or other 
object the displayman or card writer may be called upon to produce. 


Written primarily for art students, cartoonists, commercial artists, 
fashion artists and illustrators, it is of great value as a reference work 
for the finished artist. It is a self-starter for new art ideas. 


Handsomely bound in cloth, cover in colors, 236 pages, 734x1034, 
carries over 225 illustrations. It contains 86 lessons on practical art. 


Order this book today and improve your money-earning powers. 
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SIGNS OF THE TIMES, Cincinnati, Ohio. 
[_] Enclosed find $5.00, for which send a copy of PRACTICAL 
ART, postpaid. 
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This New Book Covers Every 
Phase of Money-Making Art 
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DEPARTMENT STORE MERGER UNDER WAy 

If present plans are successfully carried to completion the 
following California department stores will be merged into a 
single corporation: O. A. Hale & Co., San Jose; Hale Bros, 
Inc., Sacramento; Hale Bros., Inc., San Francisco; Whitt. 
horne & Swan, Oakland, and Whitthorne & Swan, San Fran- 
cisco. The new corporation may also acquire the minority 
holding in the J. M. Hale Co., Inc., Los Angeles. These stores 
have done a combined business the past year approximating 
$20,000,000. 
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INTERESTING WINDOW FOR WINTER FROLIC 


——  — 





















































As a special feature in connection with the Winter Frolic, 
Duluth, Minn., February 6 to 14, one of the local newspapers, 
The Herald, conducted a Snowman Contest for the best 
masked imitations of the Official Snowman, a caricature intro- Wi 
duced by this newspaper. While interest in the event was at 
its height a window display was installed at the Kelley- Forty c¢ 
Duluth Hardware Store, the background of which featured pene 
the official snowman, showing in connection therewith the Complet 
$250 radio set the store had donated as second prize in the plaining 
contest. The display was unusually interesting and resulted contrast 
in much publicity for this establishment. postpaid 
NEW UNIT FOR HALLE BROS. FR 
At a cost of over $2,000,000, the Halle Bros. Co., Cleveland, 535 F St 
Ohio, well-known department store, have aranged for a new , 
six-story unit, each floor having a floor space of 36,000 square 
feet. This new structure will extend from Huron to Prospect 
Avenues, and will be connected to the present structure with Our Wind 
an arch. This archway will be fifty-five feet above the street at ae 
level, connecting the fourth and fifth floors of the two build- gold leaf 
ings. A much greater show window frontage will then be a ae 
available, and this in itself is an important advantage. one 
LASALLE & KOCH TO ENLARGE STORE 
The Lasalle & Koch Co., Adams and Superior Streets, 
Toledo, Ohio, announce that plans have been completed for 
the addition of two and a half stories to their present struc- Salesmet 
ture. The addition will provide nearly 30 per cent increase in a we 
floor space. The present store is is a fire-proof eight-story lances 
building of modern construction and with modern conveni- are @ 
ences, and this necessary addition indicates the success of this pe 
institution in serving Toledo. ie } 
increa: 
BLICK ISSUES NEW CATALOG Write 
The Dick Blick Company, Galesburg, IIl., dealers and im- ritory 
porters of everything for the card and sign writer, has just All re 
issued a big new catalog. When following the lettering confide 
as The Na 
_—— = 5 Ht 
\ Vest SS Oe Sas 
CT ae m\ 
FOR SAI 
River fros 
ing, trapp: 
to fruit, 
home. Fo 
$160. C.C 
Canton, O 
a 
[a — 
Dick Blick and His ’ 
New Catalog Well do ; 
and his : 
craft a few years back, Mr. Blick won various prizes for secured h 
his artistic skill with pen and brush and he is also well you desire 
known for knowing how to make a good brush, selecting Sess such 
the right kind of pen, etc., and this is proving valuable to . Oppo 
the firm’s large clientele. Mr. Blick has a large personal ly hy 
and business acquaintance throughout the country and 4 i. iol 
reputation for selling good brushes and supplies at moderate certain us 
prices. His company was organized fifteen years ago and a man, e 
has always handled quality goods and given a square deal effective i 
to everyone. A copy of the new catalog will be sent to any- 's only $1 
one free of charge by simply addressing the Dick Blick Com- tion, cash 





pany, P. O. Box 437-D, Galesburg, III. 
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FROOM’S 
COLOR CHART 
With VALUE SCALE 


Forty colors, shades, tints and com- 
plementary mixtures. An invaluable 
help in solving color problems. 
Complete with explanatory text ex- 
plaining color harmony by analogy, 
contrast and balanced contrast. Sent 
postpaid anywhere for $1.00. Address 


FROOM-EMERY CO., 
535 F St. San Diego, Cal. 








WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adapted for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be considered 
strictly confidential. 


WINDOTRIM FABRICS, INC. 
36 East 21st St. New York City 


FOR SALE 


Messmore & Damon mechanical 
pieces at half price. Large ele- 
phant, small elephant, two 
clowns, polar bear, two sets 
gnomes and monkey on bicycle. 
All in first-class condition and 
perfect running order. Address 


Window Display Section 


FREDERICK & NELSON 
Seattle, Wash. 








r 








300% TO 500% PROFIT 

Our Window Letters and Script Signs are 
easily put up and require no experience. 
All our products are made from genuine 
gold leaf mounted gn very high grade tin 
foil. Pex for literature, prices and free 
samples 

CONSOLIDATED SIGN LETTER CO., 

636-Q So. Dearborn St., Chicago, IIl. 


WANTED 


Window Trimmers and Fixture Salesmen 
to sell a new Display Specialty, low 
priced, good profits. Will sell at sight. 
Write 

RETAIL SERVICE COMPANY, 
25 West 42nd Street, New York City 








FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75¢ per 
pair; $4.25 one half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn. 

J. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 











WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N, J. 





SALESMEN 


to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “C. O.,” 
Care of The DISPLAY WORLD 











THE CARL COMPANY 
Schenectady, N. Y. 


REQUIRE THE SERVICES 
OF AN EXPERT WINDOW 
TRIMMER AND SIGN 
WRITER. A GOOD OPEN- 
ING FOR SOMEONE AT 
PRESENT ASSISTANT IN 
SOME LARGER STORE. 
GIVE ALL DETAILS IN 
FIRST LETTER. STRICTLY 
CONFIDENTIAL. 











FOR SALE—5 acres of land in Ozarks. 
River frontage, timbered. Fishing, hunt- 
ing, trapping, canoeing, bathing. Adapted 
to fruit, poultry, vacation or permanent 
home. For quick sale, $8 down, $8 month, 
$160. C. C. DRY, 111214 21st Street, N. W., 
Canton, Ohio. 


‘enn 


ATTRACTIVE SHOW CARDS 


11x14,50c, 5 for $2.00, 10 for 3.50. Price 
tickets, 3x3, 25¢ per dozen. Postpaid. 
Prompt service. Send copy and remit- 
tance to 


R. W. ZEFFERY, 
46 No. Sherman Place, Appleton, Wis. 











YOUNG MAN—with ability, initiative 
and originality, who has had over three 
years of window, interior display, card 
writing and selling experience in Ladies’ 
Ready-to-Wear, would Pie to connect per- 
manently with a high-class store or shop, 
preferably in Chicago. Can furnish best 
of references. “K. A. L., care The DIS- 
PLAY WORLD 











ALADDIN’S LAMP 
Well do you recall the fable of Aladdin 
and his magic lamp, through which he 
secured his every wish, and often have 
you desired that it were possible to pos- 
sess such a charm. Like Aladdin’s Lamp, 
The Opportunity Exchange of The DIS- 
PLAY WORLD is at your command, 
Teady at all times to secure that which 
you desire, whether it be to buy or sell 
certain used display materials, a position, 
a man, ete. These want ads are very 
effective in producing results. The rate 
is only $1.50 per column inch, per inser- 


tion, cash with copy. 
ee 





POSITION WANTED 
Displayman and Cardwriter, experienced. 
Can assist in buying or selling or hand- 
ling advertising in medium-sized store. 
Employed. Good record. Industrious. 


Address “W. W. W.,” 
Care The DISPLAY WORLD. 

















DISPLAYMEN — Rete dhl DRESSERS 
— RETAILERS 

Cartoons in newspapers ll your eyes 

out of a whole page of reading matter. A 

cartoon on your window will make the 

passerby stop and look. Send $1. es for 

six cartoons—one of each week day 


BEN MEYER 
35 West 3ist St., New York City 








WANTED 
Salesmen and Representatives 


Salesmen who are now selling win- 
dow display supplies to sell our well- 
established line of Silk Plushes, Silk 
Velours and other fabrics adapted 
for window display embellishment. 
Liberal commissions and territories 
will be given upon early arrange- 
ment. All answers will be considered 
strictly confidential. 


National Display Fabrics Co. 
7 West 3rd St. New York City 
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Helpful Hints for Beginners 


Getting the Right Start Is As Important in Display 
Work As in Other Professions 


By JOSEPH A. KELLY 





MARCH, 1926 Page Display Manager, Fraser Dry Goods Co., Brockton, Mass 

A. & KE. Plant: Presses G6. ees 45 : tas 

Abegglen’s Display Meveine Pars SickWac sein o Sapgtieaneeee cede 48 OW many times have ambitious young men re- 
Adler-Jones Co., The § esich abuts acaatce +h eels Back Cover marked to me, “I would like to learn your interest- 
Ameringn Convent Co.cc... .: ccc. s chassecccotissctpeeseenps OO ing and fascinating profession, as it appears to be 
Art Wiadow Display Co: oo. 56.5 hse Se 48 an easy one.” I agree with them that it is both 
Bike Se. Dee MEP raeae beaut Teche Son) oe if interesting and fascinating, but far from being EASY. 
Bryan's ........4-... Bee cee ae To be successful in any walk of life a person must, first, 
Gemteas Taree son's) shan nhn's -Asietinn the SacenanlggemuN ne eEs 54 like his chosen vocation, and, second, be willing to Put any 
Chicago Card ee Gb, Knkteinencunmdteesdaceaetoaueaees $5 amount of hard work into his endeavor. 

icago eo 'n'e od 600 be cee Belew band oe ce bbs nhe heehee bese . . ¢ 
Clanianeal Show Case and Display Fixture Works....... 54 This, of course, applies to the displayman and proves that 
Cleveland Dovorative Woes, Fi0. «2.5.5 eks 6... scasaees rep 50 the youngster’s idea of our profession is absurd. 
eae Pen Oe ee ee I am happy to say that not all my former assistants have 
Cartis: Lighting, Taree cei ieee eee aia 17 had this impression, and, as the result of their hard work, 
Daily, Bert L. Gagtttetestehescentae sess esstnnestensenodeo sent $3 some of them are today enjoying good positions. 

¥ Display Pablishing’ Cb-c..s 57, 61 Some of the important things the beginners must learn are 
Doty & Serimweootie Wile) 000 3 6 ooo oa one eieas Rar Tee he 26 to have everything spic and span. Be sure that windows are 
Electric Window Salesman Co..................ccceceeeeees 50 i i 
Excelsior Window Trimming Co............0....ccccceccees 49 aboslutely ‘clean, for, wittls Cae Povereeesarsan ay be the 
Bing Arts: Posice naa it pat mouth of the store, the windows are the eyes. 
Finkelstein, M............. Po bssithi-tse- ->-<Sxlusnvbe sn ae ae The window is just as important as the advertisement and 
Forkner Advertising Service TS OE ee Te SRE 49 a large percentage of displaymen consider them more so. 
permease Saas sr AES OTE CESSES Glass shelves need constant attention, as finger-quarks 
wee pe Te Ae aes TN RG 22 PEE BL 54 show quite plainly. 

ppt: & Scardefield thie’ bofate eth a 6tite 5 tach Ga acbIsial a) 6m wis ab 0a eee 49 The carpet should be thoroughly dusted and a watchful 
Hanick, Samuel Wei dsks sk «2h b sh paneer ested bea tpeien ss ae 48 eye should be kept on the electric lights. 

CER. AMOR Coe CN os fon ae oe Gnd oo dei eatws ie 19 : ‘ ; i 
Mextet-& Gia Ge cd... 50 To my mind nothing looks worse than a beautiful window 
aly Mele a as" 8 Reeitolints Rimiery ate ai tosaene ya 48, 2 with a wonderful setting with pins scattered here and there 
Hurieék tives, Ge ia... Pele ede a eee ee ae on the carpet floor. Minor details such as this often spoils a 


good display. 








International Register 00.) DRGs 656 si 625 seca s Saws a0 29 : : 
Interstate Display -MeONWWOs. 6iciiiw sos cgcb os sinecanes tt endd 49 Another important factor in the success of the young 
arian: Meat Pima ar eke 2S I Oe ies Sl 29 displayman is his ability to make his own backgrounds or 
Klee Display Fintere Poh: TRS ah acaba eee 2 settings. The displayman who can make his own settings is 
Koester School, The...... SE 5s SRR ARC Inside Back Cover gh pbresare . ae na ie a em 
cot: MME or eta re at a a ot Sau a 61 t is advisable to have on hand a supply of the two-inc 
Pingeafeltes, We HE ...-..-+++--++0+1+0-. seetedeeeeeasenstees = furring or maybe a better grade of wooden strips, namely, 
wa Lg * ee eee Me x % x 3-inch, some wall board (or compo), and a small stock 
Magy & mse. eee of water color in any of the advertised makes. 
spereunesy Weenee Teeseenting System Co., Inc .......... 48 A sharp cutting knife and a compass saw will also serve 
usiea ten Oe ee ee their purpose, though a wonderful cutting machine is now 
Pintiaal Tie Oran 5 ie teeaws 0.20 edo Sb eh os Sk eae 34 = the market at the present time, and the displayman who 
ational Dupmy Pebeies SS SRS EY ER REERE NER: 56 is fortunate enough to be with a concern which permits him 
+ seman, ng, Si, REE ERE IEE SMO ee 
; : chines. 
eae eee So ee I would advise the beginner against trying to gather too 
Ornamental Products Co., The.............0..00..eceeee cece 38 many ideas at one time, as it is like riding on a fast-moving 
Pelctie Adseiiet ae paige 68 geen es vas 49 train and attempting to see everything out of the window at 
Parker’s Advertising +0 le Rid aaa Recacac! * | once. You just cannot assimilate all in a short span of time 
Zisocer Display Service PF Soke Sees kat, OS ee 48 and do justice to any single idea. ; 
PNR tes SESE NS Re RE Dah Cooperation is the primary object of the displayman and 
Sak ai een dere tae PR eee re = — it is the most cooperative department found in the 
Bedectir . Tl ed a ee Ss ore. ; 
Richardson Illustrating, Co... cern 37 The displayman who is handicapped by constant reverses, 
as te lack of dusds.aed the aggressive tactics comuapes PY Som 
at TRON Bae i ibn ca si pha w kh, tka ae 38 buyers who show a woeful lack of cooperation, is to be 
Schack Artificial Flower Co.........0ccccceccececcesseeeeees 4 pitied. For, after all, he is a human being and should be 
Saker’ Dawe? Deine Tek. Pe tEStES 98 Sach. 
Signs ef Gee PieOO.ssccrrcriceee sabarernneull 62 I am happy to say that full cooperation—the bulwark of 
Pmimen Gh ee success—exists in our store to the: fullest extent. 
Standard Fixture, Co., The Reslane | Raeate eaaeetoe SY Tey 51 My A B C’s of successful window display are: First, 
Suaet Mele GA ne ee ae cleanliness. A good window canube easily ruined by lack 
Sun-Ray Lighting Products, Inc...............ceeeeeeceeeees 43 of this detail. Second, simplicity of design. Here again 4 
Taylor’ Dubie,’ Fae. Matty 2.525 5.205 Bi as Gea nee 33 window can be spoiled by too elaborate a background. Do 
Poles tien Ce en ene not overshadow the merchandise. “I believe the background 
Tattle Press Co.; "Thos. sick. Ws: LTE 35 should be a secondary consideration. Third, give attention 
UY, Bs link Millet Ws i vaciiends: .widinie es ecg tidhcs Se 51 to details. This is a necessary adjunct to satisfactory dis- 
Wagner Schoo! vf Sen pst. wih adidas Sir bia «ty ae ar ae 4 plays, and after the novice has trained himself to attend 
writer Dias Mednie, 1c Late ina details, he will be surprised at the ease with which they ar 
Wiiees Dey Se BP Se gts Bs a asa Se ae 2 accomplished. hit : : 
Windowtrim Fabrics, GREE co os an cacdcca vets aucbacen oh ae Quite often it is possible to “hook up” with local theatres 
Window Display Installation Bureau..............s0se0s 34 with profitable results, both to your store and the theatre 
Welk Cle MOA ees ee Te ee as well. We have done this a number of times and hav’ 


found that it is an unusually attractive plan of advertising. 
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High Honors 


Mr. Fritz C. Kroken. 
winner vf 2nd prize in 
I. C. M. A. Contest and 
two prizes in Merchants 
Record & Show Window 
Contest, says: “I think 
the honor and prizes I 
have won came through 
the excellent training I 
received at your school.” 


Makes Hit 


Mr. Guy Streamer, one 
of the youngest men to 
ever graduate at the 
Koester School, made a 
big hit with his first 
display, a mechanical 
Christmas display for 
J. & W. Jung of Sheboy- 
gan, Wisconsin. The 
younger the man and the 
sooner you become an 
expert, the greater your 
chance for success. 


Makes Good 


Mr. Chester Echternack, 
one of the well known 
display men of Iowa, 
made good as soon as he 
graduated from the Koes- 
ter School. He says: “I 
give the Koester School 
full credit for my suc- 
cess. It is a big mistake 
for any display man to 
think that some time at 
your school will not help 
him.” 


Graydon Wins 


Mr. I. B. Graydon, with- 
out previous store ex- 
perience graduated from 
our school and accepted 
a position with S. & J. 
Gottlieb & Company of 
Kenosha, Wisconsin and 
at once won second prize 
in local window display 
contest. He says: ““My 
success is due to efh- 
ciency of | Koester School 
training.” 





What This Amazing 
Book Did tor 
These Men 


is told in a graphic way in our Koester School Year Book. It is 
just as easy to tell the same story about 10,000—even more—but what 
this book brought those men is typical. They were clerks in stores, 
one of them had had no previous,store experience. Now they are 
earning large salaries—one of them is now a store manager. This 
book will show you how you can easily step into the best paying posi- 
tions in the store—and in time be fitted to hold down the big publicity 
jobs of the country or go in business for yourself. 


It Is F‘ree 


This book that did so much for these four men and for thousands of 
others. It seems such a simple thing to send for a booklet—yet it was 
this simple thing that spelled success later on. Possibly it is hard for 
you at this moment to see success ahead—but you can do what others 
have done; therefore, find out what others have done. The experiences 
of hundreds of our graduates are contained in this book. 


Success in 4 to 8 Weeks 


Our classes range for four to eight weeks—this may seem remark- 
able—but after twenty years of experience in teaching this work, with 
our present intensive method you can graduate in from four to eight 
weeks. This effects great economy in your time and money and 
enables you to accept an increase in salary within the next month or 
two. 


Increases Salary 50% 


Winnipeg, Canada. 


Koester School, Chicago, 

Messrs:—Since graduating from your school, I have had 
great success, having increased my salary 50%. I can 
strongly recommend your course of instruction to any clerk 
desirous of increasing his income. 


Yours respectfully, A. H. Armitage. 


Simple as ABC 


There is nothing remarkable about the success of Koes- 
ter graduates. It is entirely a matter of a man sincerely 
applying himself to work and becoming well grounded in 
all the principles that govern good merchandise display, 
retail t vertising and card writing. The Koester School 
can teach you this in a few weeks. 


The KOESTER SCHOOL 
314 S. Franklin St. Chicago 


Founded over 20 years ago 
Located in the Window Display 
Center of the World 


PLE LIRR EN 


THE KOESTER SCHOOL, 
314 S. Franklin St., Chicago. 


Messrs.:—Please send me your Book 
giving full information on the following 
studies: 


[] Window Display [) Advertising 
[] Card Writing 




















Every Progressive Merchant’s Dream | 


Customers can be brought into your store by the appeal of 
your Display Windows. 


If your Displays are unattractive and uninviting—then the 
reaction on prospective customers is that your merchandise 
is equally undesirable. 


If Decoratives pay the larger stores—then they will pay the 
smaller stores, too. A decorative setting is no longer op- 
tional—it is necessary. And, too, you will be surprised how 
little it costs. 


‘‘The Guide to Better Window Displays’’ 


shows the proper decoratives to use. We will be glad to 
send any merchant a copy of this catalog. Write for it today. 


The Adler-Jones Company 


649 South Wells Street : . . - CHICAGO 


























